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Frank L. Whitney, Vice President of Engineering, Walter Kidde Constructors, Inc. 


MASTER TIME AND SPACE WITH ROVALMETAL 


What is it that most buyers of office furniture really want? It’s the most effective use of available floor space. It’s functional design 


that delivers peak employee efficiency. It’s a price range that meets the budget. It’s service that follows through long after the 
purchase. By satisfying all these requirements (and more), Royal Metal has achieved a unique position in the office furniture field. 
Our newest designs are the “100” and “300” series shown above—for executive, general office, and reception areas. They provide 
many time and space-saving ideas that can answer your personal needs. Find out more. Ask your Royal dealer. HE’S EASY TO FIND 
IN THE YELLOW PAGES. Or write: ROYAL METAL MANUFACTURING COMPANY, Dept. 4-1, One Park Avenue, New York 


16, New York. sHowrooms: New York, Chicago, Los Angeles, San Francisco, Seattle, Atlanta; Galt, Ontario. 
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The expense of transferring an executive 
must be measured in more than the mover’s 
bill. Time lost from the job can be the real 
cost factor. 


That’s why United Agents put special em- 
phasis on conserving executive time and talent. 
They “Pre-Plan” each move in precise detail. 
Skillfully pack all ‘“‘breakables’”. .. pad all 
polished surfaces . .. keep furnishings wonder- 
fully fresh and clean in the world’s only SANI- 
TIZED* vans. And centrally-dispatched, straight- 
through service gets the shipment there ON 
SCHEDULE. 


Perhaps you’ve been losing dividends from 
your manpower investment. Protect them to- 
day! Call your nearby United Agent. He’s 
listed under MOVERS in the Yellow pages. 





United Van Lines 


MOVING WITH CARE EVERYWHERE® 


INTERNATIONAL HEADQUARTERS «+ ST.LOUIS 17, MO. 





*REG. U. S. PAT. OFF. Ask your United Agent about his helpful Bette Malone Moving Consultant Service 
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Sit in as this company selects—scientifically—lab and plant sites. You can use this 
method to rate any sites you may be considering—now or in the future. 


How to build a dealer organization that sells .............. 0.0.0 cee eeee vik kw vk wee es © 


Volkswagen cracked the toughest market (the U. S.)—and still breaks sales records 
—by picking strong dealers and distributors. Here’s how. 


Why industrial advertising fails—and what to do about it ................ (ss take coker” a 


If you are a typical industrial advertiser, you probably waste much of what you 
spend on ads. Here’s how to stop the waste—and make your ads more effective. 


Don't slam the door on financed insurance .............0.ccccccccceee gs CSREES Seka ae 


If you need more insurance protection now—and more money to invest—financed 
insurance could be the answer. Can you meet the requirements set forth here? 


The “in-basket” method—a way to test for executive ability .............. witmieesiees ae 
This unique method spots executive ability. If you want to hire, promote or train 
a man, the “in-basket” can check his ability to handle the job. 

How—and how much—to pay your foreman .................00eeeeeees ieedemna cues ae 
When a foreman looks at his pay, it’s not only dollars that count. Other things may 
matter more. Here are facts you can use, based on a national survey. 

ee Oe OO, WE gw vc icc cde ed bance dees cebaes cules ivwigisiccswts: O 
Small improvements in written sales material can produce bigger sales. Experienee 
proves it. Use this 10-part guide to rate, and upgrade, your written sales material. 

Sophisticated offices in a suburban setting ................... ccc eee eees OR Se ee 


Here’s an office building that retains all the modern aspects of a Manhattan sky- 
scraper. Yet it is located on spacious acreage in suburban Stamford, Conn. 
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Coming next month 


How—and how much—to compen- 
sate executives is always a knotty 
problem. Next month’s Business 
MANAGEMENT presents a double- 
barreled solution to this two-sided 
dilemma. 

“Is executive compensation in 
line in your company?” is the first 
part of this practical approach to 
the problem of executive pay. Facts 
and figures in this article will help 
you weigh your own compensation, 
and that of your other executives, 
in the light of other firms’ prac- 
tices. 

The article points to a decline in 
exotic schemes for rewarding ex- 
ecutives and a return to solid 
methods. 

Part two, “How to pay execu- 
tives,” is a point-by-point review of 
specific methods of executive com- 
pensation. 





Subscriptions 


In United States and Possessions, one year $5.00; 
two years $9.00. Canada and Mexico one year 
$6.00. Foreign subscriptions $10.00. Single copies 
$.75. When possible, back issues or tearsheets of 
articles will be provided. Enclose $1.00 for each 
back issue and $.50 for each back article re- 
quested, to cover costs of handling. Make checks 
payable to Management Magazines, Inc. 


Change of address 

To insure continuous service, send your new ad- 
dress (and moving date) 45 days before moving. 
Include old address as it appeared on previous 
issues (if possible send label from magazine). 
Do not depend on the post office to forward 
either the change of address or your magazine. 
Business Management: Application for regis- 
tered trademark pending. 
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1. Ball bearing suspension drawer 


2. Combine top access “Drop Filing” 









filing at shelf file savings in space, 
time and cost with new SHELVA- 
DRAWER. 


and side access shelf filing with all 
the advantages of both by using 
SHELVADRAWER. 


3. Immediate and direct transfer from present drawers or shelves. No 


new system to install; no new supplies to buy for correspondence or 
legal size SHELVADRAWER. 


4. For fast random in and out, use all levels as open shelf file. For vol- 


ume work pull out the SHELVADRAWER and drop file (two top 
levels are shelves only). 


5. SHELVADRAWER, short-side, quick pull out fully exposes contents 


— saves time and energy, banishes hazard of long open drawer and 
cabinet tip over. 


6. Now two clerks may have simultaneous access to material in one cab- 


inet. Reverse charge phone your order or request. 


FOR RECORDS THAT “COME TO YOU"— 


COME TO US! 


WHEELDEX & SIMPLA PRODUCTS, INC. 
ESTABLISHED 1931 


First and Largest Exclusive Mfr. of Motorized & Manually Operated Files 
1000 No. Division Street, Peekskill, N. Y. = Phone: PEekskill 7-6800 


NEW YORK SHOWROOM: 
425 Park Avenue So. (Cor. 29th St.) MU 3-1220 


Remember These Famous Brand Names 


SIMPLAWHEEL 
MOTORSHELF 
WHEELDEX 
SIMPLASHELF 
SIMPLAFIND 


SHELVADRAWER 





@T.M. REG. PED. ©1961 
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Varilypere 

composing machine 

Rules lines and Composes Type 
all in ONE operation...! 


The most complete form can be ruled 
and type-composed in ONE operation and 
on ONE machine. Your office typist works 
from your rough draft and produces a high- 
ly professional form, complete with any 
style of type and any style of ruled line. 
Skilled hand ruling cannot match the 
fineness or precision of a VARITYPER 
machine ruled line. 















Your VARITYPER machine 
will also supply you with pro- 
fessional type composition for 
all your literature, manuals, re- 
ports, etc. This advertisement 
is an example. 


an” 
<n ee 


VARITYPER CORPORATION 
SUBSIDIARY OF 
ADDRESSOGRAPH-MULTIGRAPH CORPORATION 
@00000060000000800000800808 


VARITYPER CORPORATION Dept. “D-91" 
720 Frelinghuysen Avenue, Newark 12, N.J. 
Please send me VARITYPER Book “D” 


COMP ANY. ...ccccccccccccccccscccccccccscccccesscccssece 


ADOR ESS. 2... cccccccccccccccccccccccecccesseceseccccece 
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We've 
changed 
our 
name 


Our change from MANAGEMENT METHOops to 


BUSINESS 


Management 


will seem a lot less weighty to you than it does to us. 
‘The magazine hasn't changed, nor has its purpose. 
But it occurred to us that you might be interested in 
why, after a decade, we have taken this step. 

For several years, we've known that the word ‘“meth- 
ods” meant different things to different people. ‘To our 
regular readers, it meant “‘techniques.”’ But to others, 
our research proved it meant “systems and_ proce- 
dures.” 

So here we had a problem of “image.” ‘This magazine, 
as you know, is edited for top management men. 
Ninety percent of its readers are corporate officers in 
large firms. But to many executives, the word “‘meth- 
ods” was something with which they did not person- 
ally identify. We hope the change will solve this prob- 
lem. 

Our editorial purpose remains the same: to provide 
you with practical ideas you can use right now to run 


your business better . . . and more profitably. 


The editors 
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THis MONTH IN Management 





FRANK Ll, WHITNEY 








WARREN R, DIX 





MICHAEL D. MARCUS 
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Frank L. Whitney tells you How to pick a site— 
scientifically (page 40). As the vice president of 
engineering for Walter Kidde Constructors, Inc., 
New York, he has helped many companies select 
profitable new plant and laboratory sites. He has 
published articles in many national magazines 
and newspapers. 


This month marks the kickoff of a new Business 
MANAGEMENT column. Dr. Harry J. Johnson 
speaks up when The executive asks the doctor 
(page 71). Dr. Johnson leans on his many years 
of experience as the medical director of Life Ex- 
tension Examiners, New York, to answer the vital 
health questions of today’s hardworking execu- 
tive. This month, read why you should worry if 
you have average health. 


Warren R. Dix explains Why industrial advertis- 
ing fails—and what to do about it (page 50). He 
has handled advertising promotions for many 
major companies. Campaigns supervised by Mr. 
Dix have won many national advertising awards. 
He has authored a book on industrial advertising 
as well as many articles on marketing and adver- 
tising. 


In just a decade, Volkswagen successfully 
cracked the toughest auto market in the world— 
the U.S. To find out how, Business MANAGEMENT 
sent business writer Claire T. Slote to Germany 
to get the facts. She uses the information she 
gathered to tell you How to build a dealer organi- 
zation that sells (page 47). 


If you need further financial protection or more 
money to invest, Don’t slam the door on financed 
insurance (page 54). This is the advice of invest- 
ment counselor Michael D. Marcus. He speaks 
from years of experience as an insurance broker 
and as a board chairman of the Bank of Bell- 
wood, Ill. He is a recognized authority on cost 
analysis in the insurance field. 





ONE-STOP 
land 4 
“SHOPPING 


CENTER” 
FOR PLANT 
SITES IN 


7 STATES 


in 2350 communities 


within the heart of 
industrial America: 


INDIANA - MICHIGAN - OHIO 
KENTUCKY WEST VIRGINIA 
VIRGINIA - TENNESSEE 


American Electric’s “shopping 
center’’ furnishes up-to-the- 
minute information on labor, 
raw materials, neighboring in- 
dustries, taxes, water, trans- 
portation, recreation, living 
conditions and all other im- 
portant factors. 


This free service locates the 
prepared site or available 
building with the right com- 
bination of plant-site factors. 


For more information or free 
brochures, ‘‘Power and Natu- 
ral Resources’’ and ‘‘Plant Lo- 
cation,’’ write or phone, in full 
confidence, to Mr. Lee L. Davis, 
Vice President, Area Develop- 
ment, Dept. R-09, American 
Electric Power Service Corp., 
2 Broadway, N.Y. 8, N.Y. 


AMERICAN ELECTRIC 
POWER SYSTEM 


An Investor-Owned Public Utility 





2 Broadway, New York 8, N.Y.—HA 2-4800 
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PROTECTION IN DEPTH 


How it helps cut compensation costs 








Would an explosion in your plant mean catastrophe? 


If a tornado ripped through your plant —or flash fire 
or explosion or hurricane struck — could you prevent 
wholesale injury and loss of life and property? Liberty 
Mutual’s protection in depth helps policyholders prepare 
for an emergency. From a professional analysis of building 
plans to the organization of an evacuation program, 
Liberty’s experienced safety engineers work to reduce 
the danger of catastrophe. 

Liberty’s protection in depth also helps lessen the im- 








Look for more from 


pact of injuries that do occur. Two fully-equipped reha- 
bilitation centers, a staff of rehabilitation nurses, a 
neuro-surgical unit and a medical advisory service are 
included in this bold, broad concept of loss control. 
Last year the many and varied services of Liberty’s 
protection in depth helped workmen’s compensation 





policyholders save many millions of dollars. To learn how 
protection in depth can help lower your business insur- 
ance costs, just call the nearest Liberty Mutual office. 





LIBERTY MUTUAL 


the company that stands by you 


LIBERTY MUTUAL [NSURANCE COMPANY e LIBERTY MUTUAL FIRE INSURANCE COMPANY « HOME OFFICE: BOSTON 





Personal insurance: Automobile ,Fire, Inland Marine ,Burglary Homeowners © Business Insurance: Workmen's Compensation, Liability, Group Accident and Health , Fire ,Inland Marine, Fleet Crime 
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Free Ceiling Consultation Service 





Whether you are modernizing present offices or planning new space, it will 


pay you to take advantage of the valuable Ceiling Consultation Service offered 


without obligation by your Acousti-Celotex distributor. 





Because he is a member of the world’s largest acoustical organization, you 


get the benefits of unequalled experience and technical knowledge. 


Your Acousti-Celotex distributor will show you how to get the most for your 





money .. . how to be sure of easiest maintenance . . . how to economically 


combine sound conditioning, lighting, air conditioning and movable parti- 


tions — all in one efficient installation. 


And, remember, he offers quality-famous 
Celotex® acoustical products... in awide 
range of decorative patterns, in types to 


meet every building code. Look in the 





Yellow Pages, or send this coupon now. 


Acoust/-CELOTEX 


SOUND CONDITIONING PRODUCTS 





The Celotex Corporation, 120 S. La Salle Street, Chicago 3, Illinois 
In Canada: Dominion Sound Equipments, Limited, Montreal, Que. 
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The Celotex Corporation 

120 S. La Salle St., Chicago 3, Ill. 

Gentlemen: Please send your free booklet ‘Sound Conditioning 
for Offices” and tell me more about your Free Ceiling Consul- 
tation Service. 


Name______ 





Title 





Address 





City. Zone.____.._ State__ 








~*~ 


How about 
building sites 
at The 

Strategic Center 
of America? 


. ont ae — a 


ASK UNION ELECTRIC! Get objective, impartial 
industrial information about St.Louis and surrounding 
19,000 square miles...professional assistance for plant 
location, community and site analysis, and community 
liaison. Inquiries held confidential. Send for new booklet, 


“METROPOLITAN ST.LOUIS.” 
MISSOURI 
Call or write 
G. J. Haven, Manager, Industrial Development, Dept.M-9 
UNION ELECTRIC COMPANY / St. Louis 1, Missouri 


(Circle number 149 for more information) 
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goes steps beyond the others. Take positive sheet control, for 
instance ; seven grippers secure each sheet through the entire 
duplicating cycle. Also expect and get: radically simplified 


ff: i operating controls, speeds up to 7,200 IPH, smart styling, 
Se @ all-around economy. Take a closer look—write today for the 


) lJ PL! F AT0 A full-color brochure on the new 1015. Address: American Type 
Founders, Dept D, 200 Elmora Avenue, Elizabeth, N. J., 


Newest way to quality duplicating! That’s the ATF 1015. 
Only ATF—the world leader in professional offset equip- 
ment—could design it. 1015 is the ideal office duplicator. It 
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4... leave them to Hertz! 


If you’ve “had it” with truck maintenance problems, here’s the smart way out. 
Turn your problems over to Hertz—and get back in your own business full time! 
How? Just talk to a Hertz Sales Engineer. He’ll give you the facts. Hertz will buy 
the trucks you now own for cash. You get new GMC, Chevrolet or other 
sturdy trucks. Or your present trucks can be reconditioned and leased back. 


Your truck problems end right there. No matter how few trucks you lease, 
Hertz gives them “big fleet’? maintenance. This means regular inspection and 
servicing to keep the trucks you operate always in top condition. 





4 Trouble-free maintenance is only one part of the complete range of Hertz 
@ Truck Leasing services you'll receive. Included are painting and lettering of 
trucks, washing and cleaning, garaging, emergency road service, gas and 
oil, insurance, licensing— Hertz does everything except supply the driver. 

The cost to you? Instead of many separate bills, you pay just one fixed amount 
per week. And you make no cash investment! Your capital is available for 
expanding and improving your business! 


Hertz will adapt its Truck Lease Plan to suit your needs. Experts will custom- 
engineer trucks for your product and type of operation. And you lease 
only those trucks you need for normal conditions. If one is tied 
up for repairs, Hertz supplies a replacement. If extra 
trucks are needed for peak periods, Hertz supplies 


YOUR COMPANY 


them immediately. 


Call your nearest Hertz Truck Lease office 
now for complete details. Or write for booklet— 
“How to Get Out of the Truck Business” —to 
HERTZ TRUCK LEASE, 660 Madison Avenue, 
New York 21, N.Y. Dept. D-9. 


no investment...no upkeep 


LEASE TRUCKS 


HERTZ ALSO RENTS TRUCKS BY THE HOUR, DAY, OR WEEK 
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Yours for the asking 


FOR FREE COPIES, USE READER SERVICE CARD OR WRITE DIRECT 
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Credit insurance 

“Twelve ways commercial credit 
insurance can help your business,” 
is the title of a 16-page booklet 
published by the American Credit 
Indemnity Co. of New York. The 
booklet stresses how credit insur- 
ance safeguards your accounts re- 
ceivable dollars. 


For your free copy of this author- 
itative booklet, circle number 240 
on the Reader Service Card. 


Vv 

Cross country taxes 

How state taxes can affect your 
business is covered in a booklet 
published by the Commerce Clear- 
ing House, Inc., New York. It in- 
cludes a complete chart of special 
taxes in all states. 


For your free copy of “Cross 
country taxes and your business,” 
circle number 231 on the Reader 
Service Card. 


Vv 
Incentive programs 


This handbook, offered by John 
Plain & Co., Chicago, tells how to 


build an incentive program from 
scratch. It gives the basic principles 
as well as the tools and materials 
you will need for an efficient in- 
centive program. 


For your free copy of * ‘Planning 
an incentive campaign,” circle num- 
ber 252 on the Reader Service Card. 


Vv 
Truck control 


“10 ways to get more from your 
trucks” tells how Servis Recorders 
record the travel and idle time of 
your trucks. Ways to put this 
knowledge to work to save you 
money are included in this booklet 
published by the Service Recorder 
Co., Cleveland. 


For your free copy of this well 
illustrated booklet, circle number 
247 on the Reader Service Card. 


Vv 
Marketing tips 

Lester B. Knight & Associates, 
Inc., Chicago, offers a marketing 
brochure. It explains how to use 
modern management methods and 
selling activities to construct a prof- 





WORTH PAYING FOR... 


_ How to increase sales with letters . . . Gives you a quick, accurate 
method for analyzing the effectiveness of a letter even before it’s mailed. 
It emphasizes the need for sound organization. Authored by Earle A. 
Buckley, 181 pages, $5. Order from McGraw-Hill, 327 W. 41st St., New 


York City 36. 


Decision models for inventory management . . . Offers examples, 
charts, and tables which will help to solve a large number. of inventory 
questions. Authored by Robert B. Fetter and Winston C. Dalleck, 123 
pages, $5.75. Order from Richard D. Irwin, Inc., Homewood, Ill. 


Management uses of accounting . . . Shows how accounting can be 
used to heln shape short- and long-range business policy. Authored by 
Ralph F. Lew‘s, 139 pages, $3.95. Order from Harper & Brothers, 49 E. 


33rd St., New York 16. 
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itable marketing program. The bro- 
chure deals with these six elements 
of sound marketing: policy, prod- 
ucts, distribution, personnel, direc- 
tion and control, and sales strategy. 


For your free copy of “Construct- 
ing a profitable marketing pro- 
gram, circle number 225 on the 
Reader Service Card. 


¥ 
Modern signs 

“Plexiglas for signs” states that 
signs must be more legible and at- 
tention getting because the modern 
customer sees them briefly while 
driving. The Rohm & Haas Co., 
Philadelphia, then tells you how to 
attract this modern customer's at- 
tention with your signs. 


For your free copy of this amply 
illustrated booklet, circle number 
250 on the Reader Service Card. 


Vv 
Roof maintenance 


This well illustrated booklet 
describes how one large Westing- 
house division saved money by in- 
stalling the Tremco planned pre- 
ventive roof maintenance program. 
Many of Tremco’s control charts 
and graphs are pictured. 


For your free copy of this amply 
illustrated booklet, circle number 
235 on the Reader Service Card. 


Vv 
Profit analyzer 


This new brochure published by 
United Air Lines contains a handy 
tool for evaluating air freight 
profits. A simple rule-of-thumb cal- 
culation may show you whether air 
freight shipping would be profitable 


in your company. 
4 


For your free copy of “Air 
freight profit analyzer,” circle num- 
ber 241 on the Reader Service Card. 
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filing. You can’t misfile... 

















File at Random... Find at Once! 


Drop in anywhere. Acme Electrofile ends 


time consuming alphabetical or other sequence 
even blindfolded! 
Find cards push-button fast by name, 
number, subject or phase of subject. Code 
new cards in a jiffy right on Electrofile 
keyboard. Somewhere in your operation 
Electrofile can handle thousands of records 
. . . save thousands of man hours. Billing, 
research, customer service, personnel data. 
You name it! Send coupon for full facts. 


A single record or a group. Touch the 
Electrofile keyboard. Up pops any wanted 


card or group, no matter where it is. 


WE visieie 


ACME VISIBLE RECORDS, INC., 

1209 West Allview Drive, Crozet, Va. 

Please let me have full information on Electrofile, 
today’s most advanced filing concept. 
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There once was a sacred cow among users of printing papers. 


It said that only a heavy paper was bright and __ing results in halftone or line, black and white, 
opaque enough for fine printing. Then Olin de- and color. It can cut your postage in half, and 
veloped a new concept in papers called Waylite. reduce the bulk and weight of your printed ma- 
It’s a lightweight stock as opaque as many papers __ terial. Ask your Olin fine paper merchant about 
twice its weight, with extreme whiteness and Waylite or write to us. See it, and you'll agree that 
great strength. Waylite gives you beautiful print- it has turned one more sacred cow out to pasture. 


ay 1; 
PACKAGING DIVISION GS Im 


ECUSTA PAPER OPERATIONS, PISGAH FOREST, N.C. 


(Circle number 137 for more information) 











bi 
ci 
p 
th 
si 











NM 
wy 


Letters 





NAME CHANGE: FIRST REACTIONS FROM READERS 


Sir: I would like to pass along a 
brief comment concerning your de- 
cision to change the name of your 
publication. I think this is one of 
the best decisions you have made 
since the publication was created. 

It is indeed unfortunate, but 
none the less so, that the word 
“methods” seems to create in the 
minds of too many management 
people a “fix” on the type of mate- 
rial which will be included. Your 
new name expresses exactly what 
many of us believe should be in- 
cluded and what you do, in fact, 
cover. Congratulations. 

With respect to your August is- 
sue, I find the article “Why good 
secretaries quit” most interesting, 
particularly your questions and dis- 
cussions concerning what consti- 
tutes a good secretary. 

We would like to have our Direc- 
tor of Personnel circulate reprints of 
this article if such are available. 
Circulating an article of this type 
is one of the best ways I know to 
get the message across to all man- 
agers who have secretaries. This 
technique is worth three meetings. 


R. D. ROBERTSON 

VICE PRESIDENT 

NORMA-HOFFMANN BEARINGS CORP. 
STAMFORD, CONN. 


Sm: Congratulations on the change 
of name. It certainly describes your 
editorial content more accurately. 
And it will tend to push you still 
further along the road of being the 
top top-management book. 


ARNOLD W. RODIN 
IMBERMAN AND D@€FOREST 
CHICAGO, ILL. 


Out of the woods 


Sim: The July issue of Business 
MANAGEMENT has been brought to 
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my attention, particularly regard- 
ing the article, “Creative atmos- 
phere for a creative company.” 

We would like to call your at- 
tention to the fact that this build- 
ing is no longer occupied by Tri- 
angle Advertising, nor has it been 
occupied by that organization for 
some months. 

The building is presently occu- 
pied by Donald Shepherd and Co., 


Inc., an insurance consulting firm. 


DONALD SHEPHERD 

PRESIDENT 

DONALD SHEPHERD AND CO., INC. 
NORTH ABINGTON, MASS. 


= Business MANAGEMENT is embar- 
rassed to have published an article 
that was inaccurate. At the time we 
decided to do the article on Tri- 
angle Advertising, that firm did oc- 
cupy the building featured in the 
article. However, by the time the 
article was prepared and_ pub- 
lished, Triangle had moved. We 
were in contact with Triangle’s 
president, Robert C. Triplett, dur- 
ing the preparation of the article, 
but he did not intimate that his firm 
was moving or had moved. It seems 
only reasonable that he would have 
apprised us of the move. But he did 
not. EDITOR 


Executive pirates 


Sir: Your fine article, “How to pro- 
tect your firm against executive 
pirates,” in the July issue, faces up 
to the problem in a realistic manner. 

Having been “pirated” twice in 
the last 10 years, I can speak from 
experience. The methods of pirat- 
ing which you describe are ade- 
quately and truly presented, but I 
feel that perhaps the circumstances 





What the 25- 
plus fleetcar 
user should know 
about finance 
leasing plans! 


The only sure comparison in fi- 
nance lease plans is: who can buy 
new cars for less, sell used cars for 
more? Only Hertz hassthe extensive 
nation-wide marketing facilities, 
experience, and skills to get maxi- 
mum return, anywhere and every- 
where, for the big multi-car user. 
That’s why more and more of these 
companies are now equipping their 
men with brand-new Chevrolets, 
Corvairs, or other fine cars, under a 
Hertz 25-PLUS Finance Lease Plan. 
(Note: Many companies find a Hertz 
Full Maintenance Plan— profiting 
from America’s most complete leas- 
ing operation —is best for their 
needs.) Use coupon below for pre- 
liminary facts about all Hertz Fleet- 
car Leasing Plans. 





CAR LEASE 


HERTZ FLEETCAR LEASING 

Att. H. F. Ryan, V.P. 

The Hertz Corporation, 660 Madison Ave. 
New York 21, N.Y., Dept. C-9 


Please send me your new fleetcar leasing book- 
let. I am particularly interested in Finance 
Leasing 0 Full Maintenance (1. 


NAME. 





POSITION 





COMPANY- 





ADDRESS 





CITY & STATE 





a 


NUMBER OF CARS OPERATED. 


ee ee SY 
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Now Available... 


A Study of 
Industrial Wages 
and Productivity 

in Georgia 


«Industrial 
* Wages and 
« Productivity 

in Georgia 





This is the first study of its kind ever made in Georgia — or any other 
state, as far as we know. It reports actual wages paid by representative 
industrial firms in the state, together with details on incentive pay, pen- 
sions, vacations, insurance and other fringe benefits. The quality of 
Georgia labor is discussed by executives of national concerns operat- 
ing plants in Georgia. They make authoritative and candid appraisals 
of the aptitudes and productivity of their Georgia employees. 

Industrial Wages and Productivity in Georgia is a fund of factual in- 
formation of inestimable value to any executive concerned with pro- 
duction costs. 

We'll be delighted to send you a copy with our compliments. 


E. A. Yates, Jr., Vice President 


GEORGIA POWER COMPANY 
INDUSTRIAL DEVELOPMENT DIVISION 
Box 4545V, Atlanta 2, Ga., Phone: 521-3400 


A COMPLETE, CONFIDENTIAL SITE-SELECTION SERVICE FOR INDUSTRY 
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which permit piracy have been un- 
derstated. 

You say: “Bonuses can help keep 
an executive adequately compen- 
sated. But base bonuses on _per- 
formance, the recruiters say. A 
fixed bonus has little or no staying 
power. 

This is certainly true. But more 
than bonuses are involved. All com- 
pensation should be based on per- 
formance. Salary, bonus, stock-op- 
tions—should be based on perform- 
ance exclusively. 

In both my previous positions, I 
insisted that I wanted compensation 
only for performance. I did not 
want any increase because of term 
of service. It was not forthcoming, 
and so when I was “pirated,” I was 
most receptive to a change. 

In your article, Rawle Deland 
says: “If [he doesn’t take] the job, 
but gets a better deal in his present 
company, I don’t think that in the 
long run it will be a happy cir- 
cumstance ... the man feels uneasy 
about getting what he feels is a de- 
served raise in this manner. Why 
hadn’t his company given it to him 
before?” 

And how true this is. 

The type of man who is ap- 
proached by executive recruiters is 
the bright, productive, intelligent 
man—who performs a service and 
expects to be remunerated accord- 
ingly. He does not want to have to 
ask for additional compensation 
(although he might hint at it), but 
feels that if he is doing a job, it 
should be recognized with more 
than a “thank you.” 

If top management executives 
take note of the points made in your 
article, their companies will benefit, 
the executives will profit, and rates 
of executive recruiting firms will 
go up—because their job will be 
made that much more difficult. 

Congratulations. 


(Name Withheld By Request) 


Employee policies 
Sir: The ideas expressed in the ar- 
ticle, “Put your personnel policies 
in writing” /August, 61], are cer- 
tainly sound management princi- 
ples in the competition for qualified 
manpower in today’s labor market. 
They are particularly important 
in our company, since -we are for- 
mulating such policies for a group 
of recently acquired manufacturing 
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MAKE US PROVE 


THE 
“‘THERMO-FAX” 


COPYING 

MACHINE 

DOES ALL 
THESE JOBS 
AND MORE! 


FIRST CLASS 
PERMIT NO. 25 
St. Paul, Minn. 


BUSIN 


p Nece 4 


ESS REPLY MAIL 


No Pos e am 


Postage will be paid by: 


MINNESOTA MINING AND 
MANUFACTURING COMPANY 


DEPT. DCP-91 
ST. PAUL 6, MINNESOTA 
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At no obligation, I’m interested in information about 
the ways “‘Thermo-Fax”’ Brand Copying Machines can 
speed, simplify, and cut costs on the jobs I’ve checked. 


(| General Copying [| Statements [_} Projection Transparencies 
[_] Addressing Labels [_] Paper Printing Plates {| Systems Copies 
[] Laminating (1) Checkif you now usea “Thermo-Fax”’ Copying Machine. 


Address 
es 


MAIL THIS CARD 
€ TODAY FOR MORE 
7 INFORMATION 


See for yourself why 
the “Thermo-Fax” Brand 
Copying Machine is 

the most versatile 
business machine in 
the business world 


THE TERM “"THERMO-FAX" IS A REGISTERED TRADEMARK OF 3M COMPANY 
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Printin 


COP 


SEPTEMBER 196 





systems 


copies 


for as little as 2¢ 





paper 
printing 
plates 


laminating 


... and at amazing savings! 


No other one business machine in the world 
does more jobs than the ‘‘Thermo-Fax”’ Brand 


Copying Machine ... plus giving you WHITE 
copies, both standard and bond-weight. And so 
economical on every job, too! For example: 


Black on white, bond-weight System copies 
for as little as 2¢ a copy... Finished Paper 
Printing Plates in 30 seconds for as /ittle as 


J Thermo-Fax 


projection 
transparencies 


general 
copying 


72¢...Ready-to-project Transparencies for as 
little as 13¢... Many more money-saving jobs! 


Get the facts on the versatile ‘‘Thermo-Fax”’ 
Copying Machine—how it does more paper- 
work jobs...does them faster... for less cost 
than ever before! MAKE US PROVE IT... mail 
the postage-paid card today. See for yourself 
why the ‘‘Thermo-Fax’’ Copying Machine is the 
most versatile business machine! 


TUinnesora TUinine anno 


¥) coPYING PRODUCTS 


BRAND 


COPYING MACHINES 
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... WHERE RESEARCH IS THE KEY TO TOMORROW 


THE TERM “THERMO-FAK" IS A REGISTERED TRADEMARK OF 3M COMPANY 
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@ It costs surprisingly little to make her valuable work a 
pleasure with this Cosco chair. She'll appreciate the 
generous proportions . . . the luxurious upholstery . . . 
the handsome styling. Completely adjustable for pos- 
ture perfect seating, too! Seat of dual-contour molded 
foam rubber. Backrest foam-cushioned, upholstered 
front and back. 

Ask your Cosco dealer for a free 10-day trial in your 
office. A Cosco chair’s a fine way to say “job well done.” 


Find your COSCO Office Furniture dealer in yellow pages of phone book, 
or attach coupon to your letterhead. 


poo SE 
HAMILTON COSCO, INC., Dept. MM-91, Columbus, Indiana 


Write us for complete information on Cosco office 
furniture and new full-color catalog, or phone your 
nearby Cosco dealer listed in yellow pages. 


By.. RE ie BE Si eC Se 2! LG Re Oe Se 


Address.. EM PURI 
(Please Print) 


Also available in Canada, Alaska and Hawaii through authorized COSCO dealers 


| 
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Model 25-S with all-Naugahyde up- 
holstery, $42.95 ($46.95 in Zone 2). 





Model 27-LA 

e Conference 

! Arm Chair 

| $39.95* 

| |, ($43.95 in Zone 2) 

| 

| 

| 

| 

| Model 28-TA 

| Executive Chair 

| $59.95* 


i ($63.95 in Zone 2) 


*Models 27-LA and 28-TA are priced with all-Naugahyde upholstery, Zone 2: Texas and 11 western states. 
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companies which are being inte- 
grated into a nation-wide manu- 
facturing and sales group. 

A group of nine companies was 
acquired during the last two years. 
These companies have a wide va- 
riety of personnel practices and 
policies. We have initiated a pro- 
gram of standardization of person- 
nel policies in our sales organiza- 
tion and will, no doubt, carry out 
similar programs in all other depart- 
ments of our group of companies. 
We are confident that the time and 
effort devoted to this program will 
free our managers from routine 
problems, and enable them to de- 
vote more time to the exercise of 
judgment in their managerial ca- 
pacities. 

Many of the ideas expressed in 
this article are being included in 
our own program. The checklist, as 
shown in this article, is being em- 
ployed in the preparation of stand- 
ardized personnel practices. Credit 
should be given to Mr. Ellman in 
the thoroughness displayed in its 
preparation. 

I do believe, however, that the 
article fails to give recognition to 
the fact that a program of this 
nature is only worthwhile if it is 
part of an over-all program of good 
employee relations. 

Standardized policies in them- 
selves are no cure-all for the prob- 
lems which confront management 
in its contact with employees. Hav- 
ing expressed the policies in a for- 
mal statement, management must 
give complete support and consist- 
ent interpretation to such practices 
if they are to be fully effective. It 
is only with such an over-all pro- 
gram that good employee relations 
can be maintained. 

ERNEST J. KLIMCZAK 
PRESIDENT 

ALLIED PAPER CORP. 
CHICAGO, ILL. 


Plan interiors, too 


Sm: Mr. Bozenhard’s cogent ob- 
servations [How to cut costs when 
you build a building, August, ’61] 
are close to the heart of the interior 
designer too. His clear case for cor- 
rect bidding procedures is some- 
thing that applies not only to put- 
ting up a building but “putting up” 
its interior as well. 

In this respect, Mr. Bozenhard 
properly emphasizes the importance 
of sufficient time for planning all 
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If the structure and scope of your business permit, 
regular use of air freight may be able to make an 
impressive cut in your annual procurement and dis- 
tribution costs by reducing warehouse requirements. 


Although the cost of warehousing varies, United’s 
studies show that a conservative average for the 
cost is 6% of product sales value. By reducing ware- 
house requirements... through fast, direct delivery 
... air freight can enable many firms to cut this 
item alone by 40%. 


And there are other savings, too. With air freight, 
duplicate inventories are eliminated. Stock turnover 
is faster . . . on shorter inventory. Factory-fresh prod- 
ucts minimize shopworn rejections and obsolescence. 
Less capital is tied up in plant and equipment for 


6% of every 
sales dollar goes 
to warehousing 


branch warehouses. 


To find out if air freight can profit you, fill out the 
coupon below. A copy of United’s “Air Freight 
Profit Analyzer” will help you determine whether 
or not air freight can reduce your distribution and 
procurement costs, and increase your net profit. 





Once this is determined, United Air Lines can serve 
you with its growing jet fleet, and fast DC-6 and 
DC-7 Cargoliners. United serves more U. S. cities by 
jet than any other airline, and every United jet carries 
freight. This means you can often enjoy same-day 
delivery coast to coast, direct from the factory. 


Air freight can 
often cut this 
one item by 40% 


Fill out the coupon now, and let air freight go to 
work for you. For more information, call your near- 


est United Air Lines office. 























§ : 
{ 
: United Air Lines, Cargo Sales Division ; 
! Dept. M-109, 36 S. Wabash Avenue, Chicago 3, IIlinois 
Gentlemen: Please send me the new United Air Lines 
“Air Freight Profit Analyzer.” 
" 
Name - 
| Title : sculdeiciaiupibvamideee ta 
- Firm Ba 
i i 
: Street 
: City Zone___ State 
gcse chew cs costes ni sche ei a s abe lv lea mea 
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At any: remote location, a-1001 Data Transmis- 


sion Unit reads punched cards and transmits 
: the information over. regular telephone lines. 











IBM 1001 DATA TRANSMISSION SYSTEM 
..-new low cost way to send 
punched card data... by telephone 


This IBM 1001 Data Transmission Sys- 
tem lets you send business information 
in punched card form, from any office, 
plant or department to your central 
data processing installation at the cost 
of a telephone call. 

It speeds collection of information 
concerning inventory, purchases, pay- 
roll, production, etc., keeps you contin- 
ually informed of what’s happening in 
your business while it’s happening. 

And it does it at low cost. 

A simple, desk-top 1001 Data Trans- 
mission unit and telephone at each re- 
mote location plus a telephone and card 
punch at your data processing center 
put you in business. The operator at the 
remote unit dials the data processing 
center, inserts a punched card into the 
transmission unit, adds additional in- 
formation with the simple keyboard, 
and presses a button. 

The rest is automatic. The equipment 
reads the card, transmits the informa- 
tion over your regular telephone lines, 
and reproduces an identical punched 
card, ready for processing. You can 
connect a number of departments, 


plants, offices or customers with this 
1001 Data Transmission System. 

This is another example of IBM 
TELE-PROCESSING* Systems which help 
business act faster by speeding up col- 
lection of the facts on which action is 
based. TELE-PROCESSING Systems are 
available for coordination of anything 
from a warehouse to an entire company. 


*Trademark 


At the data processing center, an IBM Card 
Punch receives data by phone and automatically 
punches it into a card, ready for processing. 


IBM. 


DATA PROCESSING 
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Will a Country Club membership 
pay off in sales contacts? 


Joining a country club for sales contacts 
is a good idea, but is it practical? Such 
social contacts are not only expensive, 
but they are not available in sufficiently 
large numbers. 


On the other hand, sales executives esti- 
mate it costs from 7 to 17 dollars for 
every call a salesman makes under nor- 
mal selling conditions. Any way you 
look at it, a sales lead costs money. 


To reduce selling costs, our customers, 
who employ more than 250,000 sales- 
men regularly use Reply-O-Letter— 
direct mail’s most effective contact- 
maker. You can, too. 


As the name implies, there’s a Built-In 
reply card in a special “pocket” behind 
Reply-O-Letter. No stamp is needed to 
reply, not even a signature! 























REPLY-O-LETTER 


ORDINARY LETTER 


Above is Reply-O-Letter (A), and an 
ordinary letter (B). When a prospective 
buyer receives the ordinary letter his 
natural reaction is to pick up the loose 
reply card and read the offer without 
first having read the sales message. 
When this happens he feels he is asked 
to decide on something he doesn’t know 
very much about. Now see how Reply-O- 
Letter works: the letter with its strong 
selling message is read first. The copy 
has an opportunity to convince the 
reader. In addition, the life of a Reply- 
O-Letter is longer because letter-and- 
reply-card are never separated until the 
buyer is ready to act. Reply-O-Letter 
boosts your direct mail results by as 
much as 30% to 50%. One user says, 


“Spending money for an ordinary letter 
is like buying a suit without pockets”! 





See how Reply-O-Letter cuts through 
office routine. No secretary needed. No 
envelope. No stamp. Not evena signature. 


All the sales contacts you want! 


For over 26 years the Reply-O-Letter 
organization has helped prepare and 
launch literally thousands of programs 
to produce sales contacts for all kinds 
of products and services and under all 
kinds of circumstances. Our writers and 
artists, our unequalled experience and 
our record of tangible results are your 
assurance of maximum sales contacts for 
your salesmen. Yet, you can be sure 
Reply-O-Letter costs less than an ordi- 
nary multigraphed filled-in letter with 
card loosely enclosed. 


Why join a country club? Perhaps the 
question should be...when? Try Reply- 
O-Letter first. A lot of men can afford to 
belong to country clubs because of the 
profitable sales contacts they gained via 
Reply-O-Letter. 


Reply-O-Letter can help you. Our book- 

LETTER let, “The 3 R’s of 

x % Direct Mail” tells 

{ _ \ how...Send for it 

4 +  today...on your let- 
a? terhead, please. 
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phases of a project. Plunging into 
things is a trial and error method 
which is impractical, costly and 
unrealistic. In designing business 
interiors too, preliminary studies 
and planning are mandatory. 

This leads me to one of the great 
cost cutting opportunities in erect- 
ing a building. From every practi- 
cal point of view, it should be 
planned with the architect and in- 
terior designer brought together 


| at the same time. 





| electrical, 


Too often, the architect is at work 
and a building well under way be- 
fore the interior designer is brought 
onto the scene. This may be per- 
missible for a multiple tenant 
building but certainly a single ten- 
ant building (which is Mr. Bozen- 
hard’s point of reference) has 
interior requirements that are pri- 
mary. 

A business firm putting up its 
own building is dependent, in the 
final analysis, on what goes on 
inside—the housing of employees, 
the housing of machinery and 
equipment, of telephone lines, elec- 


| trical outlets and a long stream of 


other details. There is no question 
that interior requirements affect the 
structural, engineering 
specifications of the building itself. 

The interior designer wants to 


_ make use of standard materials on 


the market wherever this is feasible. 
Flooring, ceiling, partitions, cabi- 
nets, etc., that are on the market are 
less expensive than custom designs. 
But if the client needs a flexible 
interior (and most corporations do 
to one degree or another) then the 
modules of these standard materials 


_and the module of the building 
| must coincide. If they don't, either 


fillers are needed to take up the 
gaps or were back to custom de- 


_ signs. Either way means more cost. 
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If the architect and interior de- 
signer sit in on things together 
from the very start, then the in- 
terior designer can make his de- 
tailed preliminary studies of the 
client’s operation, needs, future ex- 


| pansion potentials and budget allot- 


ment. He can feed his findings to 

the architect’s office. Then the 

architect can draw a shell that ex- 

actly fits the building form to the 
ultimate building functions. 

JOSEPH E. MOGULESCU 

VICE PRESIDENT AND SECRETARY 

DESIGNS FOR BUSINESS, INC. 

NEW YORK, N. Y. 
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Almost makes play 


out of dull repetitive jobs! 
as prianths 
CANCE ALBANY, N.Y. 
/ CANTON, OHIO 





ne, 






If you still mark, stamp, code, imprint, number, 

endorse by hand — you’re wasting workers’ 

time, upping costs. / A Tickometer can do the 
same jobs in a fraction of the time of an 
interested girl working by hand. (And find a 

girl interested in such jobs!) / A Tickometer 

also counts so accurately that banks trust it to 
count currency. With an attachment, it signs 
checks. / It can do a variety of jobs for many 
people. Adds work capacity, saves time, frees 
office people for more productive jobs. / Buy one 
or lease one. Service available all over the lot, 
from 320 points. / Ask any Pitney-Bowes office 
for a demonstration in your office, no obligation. 
Or send coupon for free illustrated booklet. 





* PITNEY-BowEs, INC. 
Stamford, Conn. 3 


fe I C Ge M K i EK R Send Tickometer booklet and case studies. 


Imprinting & Counting Machine 





ie 


Name 





Made by the originator of the postage meter... 
149 offices in U. S. and Canada. Address 
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Our Communications Consultant 


can help you find out now! 


Can your employees reach each other without 
time-wasting visits and costly delays? 


Are you using a manual PBX when a dial 
PBX would do the job faster and cheaper? 


Are you sending orders, inventory records, 
prices and other business data to distant locations 
by outmoded ways that are slow and require 
extensive and expensive paperwork? 


Do you know all of the ways Bell communica- 
tions can cut your operating costs and boost 
your revenues? 


BELL TELEPHONE SYSTEM 


24 





How much extra money 
could you make with 
these new and improved 


Bell System services ? 





1 DaTa-PHONE data set 
2 Pushbutton Intercom 


3 Automatic Answering 
and Recording Set 


4 Console Switchboards 
5 Speakerphone 
6 CaLt DiRECTOR telephone 


It’s easy to find out. A call to any Bell Tele- 
phone Business Office will bring a Communications 
Consultant with the full story. Talk with him. 
You have everything to gain and nothing to lose. 


Says Merritt L. Thompson, President, 
Sink and Edwards Company, roofing 
and siding firm of Indianapolis: 





“We had outgrown our telephone facilities. The Com- 
munications Consultant recommended additional incom- 
ing lines, a new Bell intercom system, extra warehouse 
stations and a new CALL DIRECTOR phone for our recep- 
tionist. They’ve solved our ‘busy line’ problem and 
boosted efficiency all around. Our operating costs have 
dropped sharply —and profits have gone up accordingly a 
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Workshop for Management 


PRACTICAL IDEAS YOU CAN USE RIGHT NOW! 


REVIEW YOUR FIRE 
SAFETY PROGRAM 


« FIRE PREVENTION METHODS have 
been hashed over many times, but 
large industrial fires still are be- 
coming more prevalent—and costly. 

How long is it since you took 
a close look at your fire pre- 
vention program? The National 
Board of Fire Underwriters sug- 
gests reviewing these well-known 
points of fire prevention in order to 
check up on your program. 


Educated management? This is a 
proved first step in fire prevention. 
Experience shows that if managers, 
supervisors, and foremen are not 
alive to the dangers of fire, there is 
little hope of instilling fire preven- 
tion awareness in the average em- 
plovee. 

Periodic inspections? Are all fea- 
tures of your plant’s fire protection 
system reviewed periodically, or 
has this basic protection been al- 
lowed to deteriorate to one of the 
things to be done when someone 
has the time? 

Equipment? Is adequate fire pro- 
tection warning and fire fighting 
equipment kept close at hand? It 
is also easy to forget about check- 
ing on equipment. The time when 
fire is spreading is no time to find 
out that a fire extinguisher needs 
refilling. 





What about follow-up? Inspections 
are useless unless the hazards un- 
covered by them are corrected. Do 
you make a point of seeing that 
dangers brought to light by inspec- 
tion are immediately corrected? 
Are employees informed? The 
basic fire prevention plan includes 
the dissemination of fire safety in- 
formation to employees. Is this ac- 
complished by a concentrated ef- 
fort, or have a few placards on fire 
prevention become your total cam- 
paign? 


INVEST A FEW HOURS 
TO CUT PURCHASING COSTS 


= IF you sir pown with your pur- 
chasing manager for a couple of 
hours each quarter, chances are you 
can whittle up to 1% off your pur- 
chasing dollars. 

For every million purchasing dol- 
lars this could mean a savings of 
$1,000—not a bad return for a few 
hours’ work. 

Here are a few points to give spe- 
cial attention to: 

See that other departments are not 
hampering purchasing with need- 
less specifications. One purchasing 
department was paying cross-coun- 
try shipping charges on glass tubing 
when a comparable product could 
be obtained locally. Reason: the 
production manager had specified a 
particular brand name. 

See that the purchasing department 
has established a cost reduction 
plan—and acts on it. 

See that the purchasing department 
offers information on new materials 
and processes to other departments. 
This could lead to production short 
cuts that could save money. 


In short, take the time to see how 
and why you spend each purchas- 
ing dollar, and you will uncover 
ways to cut unnecessary costs. 


WEED OUT WASTE 
IN COMPANY PUBLICATIONS 


= ARE WASTE ITEMS stealing space 

in your company publications? 
Your house organ can become 

top heavy with too much foreign 





material, which can push out many 
bona fide items. 

Pick up and check your company 
publications. Here is a list of 
things they can well do without, 
say the experts. 

Jokes—other than two or three 
line fillers. 

Cartoons—unless they deal with 
plant programs like safety. 

Trite gimmicks—like infant pic- 
tures of employees with “Guess 
Who” captions. 

Poems—unless related to specific 
plant programs. 

Personal “inspiration” type fea- 
tures with employee _ by-lines. 
Worthwhile features, if published, 
should be anonymous. 

Digested features from other 
publications. Direct employees to 
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Any one of these “sales makers” 
will be valuable additions to your 
sales staff. Take a look at their 
qualifications: 


























1) After initial investment, they 
require no salaries, expense 
accounts, sick leaves or 
vacations. 


2) They make every sales point 
you want made... the way 
you want it made (every time, 
too!) 


3) They never tire... as per- 
suasive on last call of day as 
first in A.M. 


No, we haven’t found a sales 
robot to replace the salesman. 
But, we have designed a line of 
sales “assistants” that will help 
your present sales force put their 
sales curve into orbit. Why not 
look into these Viewlex ‘‘sales 
makers” for your staff now. Con- 
tact your local Viewlex franchised 
A-V dealer or use coupon below. 
























































SALESTALK 


Slide and filmstrip projector, 
4 speed record player, 
9” x 12” screen 
.-.all in a smart attache case. 


$10450 
TABLETALK 


35mm filmstrip viewer, 
4 speed record player, 
rear projection 7” x 9” screen 
-.. all in luggage type case. 


$10950 


VIEWTALK with 
STRIP-O-MATIC 


Slide and filmstrip projector, 
automatic film strip remote control, 
_. 4 speed record player 

with detachable speaker. 


From 3 1 7g50 











: 

: @wwvle xe inc. 39 Broadway, Holbrook, Long Island, New York ! 
1 ( ) Please send complete information on Viewlex “sales makers.” 4 
1’ ( ) Please have Viewlex A-V Consultant contact me to demonstrate L) 
ry which Viewlex “‘sales maker’ best meets my requirements. i 
§ NAME ‘ 
+ COMPANY : 
s ADDRESS CITY ATE t 
4 (IN CANADA—Write Anglophoto Ltd., Montreal) 5 
Bee ae oe oe om ow see ee ase eae eae eee eae eae aes ew eee sen ese sew e ewe ee eee 





(Circle number 152 for more informaiion) 





worthwhile features in other publi- 
| cations but don’t clutter up yours 
with reprints. 

Company publications should 
deal with company and employee 
news. Unrelated material steals 
space from this news, and does 
little to increase readership. 


_ BUILD EMPLOYEE COOPERATION 
_ BY CONSIDERING EGOS 


= IF YOU CONSIDER your employees’ 
| egos, you often receive greater co- 
| operation in return. 

Here are two cases that make the 

| point: 

One firm cut its tardiness rate 

from 6% to 0.6% by doing away with 
time clocks and establishing an 
honor system. 
Reason: Workers felt clock-punch- 
ing was a low status symbol. They 
responded to management's confi- 
dence in them by making a special 
effort to come to work on time. 

The president of another com- 

| pany sends memos on _ proposed 
procedure changes to all employees. 
In the memo he points out his rea- 
_ soning and asks the employees if 
| they think the change is necessary. 
Results: Employees are more ready 
to accept changes because they feel 
they have been consulted. 
Bonus: Quite a few solid sugges- 
tions have been advanced by em- 
ployees in answer to the memos. 


GET BETTER RESULTS WHEN 
WRITING YOUR CONGRESSMAN 


mw ONE way you can cast a ballot 
_ on legislation that affects your com- 
pany is to write your Congressman. 
Here are a few well known sug- 
gestions that might be worth re- 
viewing before sending your next 
letter to Washington. 
| The correct address will assure 
| his getting your letter promptly. 
Write The Honorable ———-: 
House of Representatives 
House Office Building 
Washington 25, D.C. 
or 
United States Senate 
Senate Office Building 
Washington 25, D.C. 
Make your letter brief, specific, 
logical, and positive. Never hedge. 
Give him the local viewpoint. He 
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will be acquainted with the na- 
tional views. Let him know how the 
national issue affects your com- 
munity, your industry, and your 
company. 


Ask for action. Your request | 


should be reasonable and possible 
to accomplish. Don’t ask for the im- 
possible. But do ask for action. 
Your Congressman was elected to 
act. If you want him to make a 
decision, make that clear in your 
letter. 

Request an answer. You've told 
him where you stand—now ask him 
where he stands. If you feel he’s on 
the fence, this is a sure way to get 
him off. 


HEAD YOUR SALES INCENTIVE 
PLAN IN THE RIGHT DIRECTION 


= IF THEY ARE PROPERLY designed, 
sales incentive plans can build sales. 
The newsletter Information sug- 
gests that you check this six-point 
list to see if your incentive plan is 
aimed in the right direction. 

The aims of an incentive plan 
should be to: 

1. Place a premium on _ high 
margin items. 

2. Balance selling; call attention 
to the whole line of products the 
salesman sells. 

3. Develop new customers. 

4, Get more volume from old cus- 
tomers. 

5. Develop existing territory. 

6. Control sales expenses. 


WATCH OUT FOR 
MEETING SPOILERS 


= MANY MANAGERS WHO otherwise 
do an effective job are complete 
misfits in meetings. 

Experience has shown that com- 
panies accomplish much more in 
meetings if they neglect to invite 
the following types: 

The impromptu rambler—takes the 
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build in 

sunny Florida and 
grow with 
brighter markets 


Locate your new plant or warehouse 

where business prospects are as bright as 
the skies-—in Lakeland, Florida’s planned 
industrial park. You'll find ready-made and 
constantly-expanding markets, with 203,000 
people within a 25-mile radius, a good 
labor supply, excellent climate, and 
dependable transportation—right on the 
main line of Atlantic Coast Line. 


Other advantages include: 
e 120 available acres 
e Natural gas, city water and power 


e Access from U.S. Highway 92 and 
Interstate Highway 4 


industrial park at Lakeland, Florida 


. LAKELAND 


ATLANTIC 


COAST LINE 


RAILROAD 


For details on this or other good sites 
in the Southeast Coastal 6, write or call. 
Inquiries held confidential. 

Direct inquiries to: 

R. P. Jobb 

Assistant Vice-President 

Department M-91 

Atlantic Coast Line Railroad 
Jacksonville, Florida 


LAKELAND INDUSTRIAL PARK 
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FOR THE FINEST 
AWARDS... 


leading companies choose 
Customized Jewelry 
_—— a 


a 
4 








Read the names: Ford, Coca-Cola, Scher- 
ing, ITT, Lockheed. These and scores of 
other companies with the whole world to 
pick from, choose Williams & Anderson 
customized service award lapel buttons, 
key tags, tie grips, brooches, etc. Want to 
know why? 


Send for FREE 12-page booklet 
WILLIAMS & ANDERSON CO. 


Industrial Division 


14 Third Street, Providence 6, R. 1. 


EMBLEM MANUFACTURERS SINCE 1901 
(Circle number 156 for more information) 
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inde) br: bei at- 1a am oreleale)ial-1- 
aaha-ere wipe-off 
entries on a rolling 
sleeve with . 


MAGNETS 
that MOVE with time 


Schedule orders, deliver 

ies, production, machine 

Rek- Len nol cau sar-Bhena-tan-nelen= 

data processing, sales, 
with 


Rob.2-chard 


MAGNETI 
| 


WAE-SUE- Hm Okod ah adel Mt -fel-i a: 


FREE Scheduling Guide 
and sample chart section 


Write to ROL-A-CHART 
P. O. Box 291° Mill Valley, California 
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floor for an hour or so and lays 
down a great barrage of words. His 
speech meanders here and there, 
has no outline, no unity, and no 
orderly progression of ideas. 

The great platitude—likes to waste 
your time by saying things like, 
“We have reason to believe that if 
the cost per unit goes up, the over- 
all expenses will be higher. Of 
course, there will also be _ less 
profits.” 

Bull session Bob—brings up _ iso- 
lated cases to prove huge points. 
He never has sufficient facts, either 
written or memorized, to back up 
his assertions. Because a certain 
type machine broke down he feels 
that all machines made by that 
manufacturer should be discarded. 
The writer—passes out a long writ- 
ten report to everyone present. 
Then he lets them follow along as 
he reads every word. The report is 
usually written in what he believes 
is a literary style. He achieves this 
style by taking out all the concrete 
statements and all short or clear 
sentences. 


DEFINE PROFIT 
FOR YOUR EMPLOYEES 


= Many ComPaANIEs have found that 
it pays to remind employees of the 
importance of profits. Here are a 
few simple facts about profits you 
can pass on to your employees. 

1. No company can stay in busi- 
ness without profits. No profits—no 
business; no business—no jobs. 

2. Profits are not made by wish- 
ful thinking. It requires the com- 





bined and coordinated efforts of 
management and labor. It takes 
teamwork, understanding,  fore- 
sight, together with a lot of hard 
work. 

3. How can you as a laborer, me- 
chanic, electrician or clerk help to 
increase profits? Try to do just a 
little more than each job requires. 





Try to come up with new ideas to 
cut costs of production or selling. | 
Increased effort on your part can | 
lead to increased profits, which | 
lead to increased employee bene- — 
fits. 

4. You are an important cog in 
a profit making organization. Re- 
member the old story of the three 
bricklayers who worked side by 
side. One was laying bricks, an- 
other was working on a wall, but 
the third was building a cathedral. 
What you do contributes to profits. 
Don't just lay bricks. 


USE MIRRORS TO 
PREVENT COLLISIONS 


= YOU CAN PREVENT COSTLY and 
often serious collisions by placing 
mirrors on blind corners in plants 
and offices. 

Besides possible injury to person- 
nel, this type of accident often dam- 
ages expensive equipment. 

The Timken Roller Bearing Co., 
Canton, Ohio, had large mirrors ins 
stalled on the corners of blind aisle- 
ways in its general offices. 

The round and concave mirrors 
hang out of harm’s way from the 
ceiling. They serve to warn person- 
nel of someone approaching the 
corner. They have proved espe- 
cially useful in warning of the ap- 
proach of hand trucks carrying 
expensive supplies or office equip- 
ment. 


CHECK YOUR PREVENTIVE 
MAINTENANCE PLANS 


=» HAVE YOU ALLOWED your preven- 
tive maintenance system to grow 
lax? 

During the recent cost cutting 
period, many firms were tempted to 
cut back preventive maintenance 
plans. Their experience shows, 
however, that cutting preventive 
maintenance schedules usually 
proves to be false economy. 

Because a _ preventive mainte- 
nance program is usually costly to 
install and maintain, it invites the 
cost cutting knife. But, experience 
shows that investment in a good 
preventive maintenance system 
leads to great savings. 

For instance, the cost of installing 
a preventive maintenance system at 
GE’s Schenectady plant was a high 
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NOW! 


A new 


that’s 
67% faster ! 


for no more than 
the price of 
an average printer 


Printing is a tough, all-important job 
in business data processing. This new 
high-speed printer will handle any- 
thing that normally would run through 
an electronic data processing system 
... up to 67% faster than previous 
RCA printers, standard or wide forms. 


Available for the RCA 301 and 601 
EDP Systems, here’s what this new 
printer will do: 


@ Operate up to 1,000 lines per minute 
when printing 47 different characters. 


e Operate up to 800 lines per minute 
when printing 64 different characters. 


@ Printing is done at 10 characters per 
inch. 


e Printing alignment and print quality 
are excellent. 


e An original and 5 highly legible 
copies can be made. 


To handle wide forms, an optional 160 
position print head is available, as well 
as the standard 120 print positions. 
In addition, multiple printer require- 
ments can be met. 


Introduction of the new high-speed 
printer, achieving new economies in 
EDP printing, is another example of 
RCA’s responsiveness in meeting your 
needs for better EDP results at less 
cost. For information write RCA Elec- 
tronic Data Processing Division, 
Camden 8, New Jersey. 


The Most Trusted Name 
in Electronics 
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Researching tomorrow’s masters 


S the demands of business machine automation grow more exacting, 
supplies — such as master units — must meet the increasingly higher 
performance standards of complex electronic equipment. 

Columbia—a leader in the developmemt of carbon papers, ribbons, du- 
plicating plates and supplies—has long supported an intensive program of 
scientific study to assure you the finest products. Based on this premise, 
Columbia Research and Development will continue to set the standards of 
the business writing supply industry. For information about how Columbia 
products may help you, write: Columbia Ribbon & Carbon Mfg. Co., Inc., 
112 Herb Hill Road, Glen Cove, N. Y. or Columbia Ribbon & Carbon Pacific, 
Inc., Duarte, Calif. 


RIBBONS « CARBONS «+ DUPLICATING SUPPLIES 


RELY ON THESE FAMOUS BRAND NAMES: CLASSIC - COMMANDER + MARATHON ° PINNACLE 
RAINBOW + SILK GAUZE + COLUMBIA M-50 + COLUMBIA PF-76 + ACCOUNTANT SPECIAL 
PLASTISOL F-100 » COLITHO OFFSET + READY- MASTER SPIRIT 
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$29,000. But plant officials are now 
reporting yearly savings of $33,000. 

Some managers can’t resist the 
temptation to disregard preventive 
maintenance schedules during a 
busy period. They reason that just 
a few more days of production can’t 
hurt. Everyone knows, however, 
that emergency breakdowns are 
much more expensive than planned 
shutdowns. 

For example, the maintenance 
foreman of a stamping and shear- 
ing mill wanted to shut down a 
forging machine. He asked for two 
days to overhaul the machine in ac- 
cordance with the preventive main- 
tenance schedule. The manager 
said: “Wait—the machine will hold 
up until this last order is finished.” 

Results: the machine broke 
down. Repairs ran to over $30,000 
and the machine was out of com- 
mission for a month waiting for 
parts. 


FOLLOW THESE RULES 
TO GOOD SPEECHES 


= YOU CAN IMPROVE your speeches 
by reviewing these old, but often 
neglected, rules suggested by Sys- 
tems & Procedures magazine. 

1. Acknowledge your introduc- 
tion graciously. Recognize the 
chairman and other dignitaries at 
the head table. Greet your audi- 
ence. 

2. Start off smoothly. Never be- 
gin apologetically. Try not to be 
clever lest you be corny. 

3. Avoid “reading” your speech. 
Be familiar enough with the con- 
tents of your paper so you can 
maintain eye contact with your 
audience. 

4. Don’t memorize your speech. 
This makes it sound canned and un- 
real. 

5. Don’t talk “off the cuff” and 
expect to have a_ well-balanced 
presentation. Use organized notes 
to avoid rambling. 

6. Use illustrations. It helps if 


they are funny or catchy. Don’t tell | 


jokes that are not pertinent to the 
topic. 

7. A degree of nervousness can 
endear a speaker. Listeners respect 
a speaker who has_ obviously 


worked on his material and presen-| 


tation. 
8. Jolt the audience occasionally. 
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BECAUSE IT IS... 


PROTECTIVE © climinating unexpected service costs and re- 
ducing your losses due to “DOWN TIME.” 


PREVENTIVE = providing the opportunity to make scheduled 
and necessary adjustments to assure continuing 
dependable performance. 


PRODUCTIVE = keeping your National Cash Register equip- 
ment operating at “PEAK” efficiency. 


For over 77 YEARS, users of National Cash Register Company equip- 
ment, in all lines of business, have been telling how their National Busi- 
ness Systems save money and increase their net incomes year after year. 


With a National Maintenance Agreement your equipment can be kept 
in tip-top condition to make your business system more profitable. 


For your convenience there are over 500 locations in the United States 
and Canada where factory-trained servicemen are available. Call your 
nearest National Cash Register Company office for information and service. 


THE NATIONAL CASH REGISTER COMPANY «DAYTON 9, OHIO [meg@apesinand 


SERVICE 
1039 OFFICES IN 121 COUNTRIES @ 77 YEARS OF HELPING BUSINESS SAVE MONEY 
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FARRIS BRYANT 
Governor, State of Florida 


“Investigate 
DEBT-FREE 


Florida 


..A10 BILLION 
DOLLAR MARKET!” 


“Florida’s Built-In Consumer Market is made up of 5,217,000* permanent 
residents and 11,000,000 free-spending vacationists. Together they have 
$10 billion dollars to spend on new Prion, furnishings, hotel and motel 
accommodations, food, apparel, entertainment, electrical and gas appliances, 
radios and televisions, new cars, sports equipment, boats, and just about 
everything imaginable. 

“You name it...and if you make it, FLORIDA’S 16,000,000 consumers need it! 

“Figure out how you and your industry can gain a share of Florida’s whopping 
$10 Billion Dollar Consumer Market, and you'll lose no time in establishing 
a new plant here! 

“Florida’s Assurance Policy gives every encouragement to New Industry. You 
have my personal assurance of a sunny business climate here in FLORIDA. 
You have my positive assurance of every aid and assistance possible from our 
Florida Development Commission, and from the overwhelming majority of 
our business men, industrialists and financiers. 

“Let our Industrial Division experts advise you where your business or industry 
will best succeed in FLORIDA. Find out in detail the exceptional tax advan- 
tages FLORIDA offers you. Get all the facts about our plentiful labor market. 

“Write, Wire Or ’Phone Us Today! Or better yet . . . come down and see for 
yourself why you and your business should be taking part right now in 
FLORIDA’S phenomenal growth. All inquiries kept strictly confidential. 

“The only thing better than a FLORIDA vacation is having your plant here 
. .. living here . . . sharing in FLORIDA’s $10 BILLION DOLLAR CON- 
SUMER MARKET!” 

*Official July 31, 1961 estimate 


Florida 


..A10 BILLION DOLLAR MARKET 








For Imdustry... © =§©§=—=——— mmm mere  e — 
Site ly Mr. Wendell Jarrard - Chairman g | 
FLORIDA DEVELOPMENT COMMISSION | 

| 
| 
| 
| 
| 


your future’s in Florida 


Box 4115A, Tallahassee, Florida 

Please send me “Plant Location Guide,” containing 
all the facts about FLORIDA’S opportunities for 
_ New Industry, the $10 BILLION DOLLAR CON- 
, SUMER MARKET, Labor, Climate, Schools, 
») Natural Resources, Favorable Tax Structure. 
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tion, anecdote, quotation, poem or 
similar device. 

9. Stay within the prescribed 
time limit and quit when finished. 
A quick summary at the end is often 
effective. 

10. Don’t follow a standard pat- 
tern like the suggestions above. Ac- 
cept them for what they are—sug- 
gestions—and adapt them to your 
own personality, to the situation, 
and to the audience. 


AVOID THESE MISTAKES 
WHEN INTERVIEWING 
« MANY EXECUTIVES HAVE FOUND 


that it is easy to make mistakes 
when interviewing job applicants. 
The Sales Aptitude Testing Corp., 
New York, suggests checking to 
make sure you are not making 
these mistakes when interviewing. 
The telegrapher—He telegraphs the 
expected answer to each question. 
The applicant simply says yes or no. 
His favorite question is: “Do you 
think you can handle this job?” No 
applicant has yet answered no. 
The ogre—He tries to scare the ap- 
plicant to death. He sets up traps, 
keeps the man waiting, browbeats 
him. If the applicant survives, he’s 
“in.” But nothing is known about 
him; he’s been too busy defending 
himself to reveal anything! 
The blabbermouth—First, he tells 
about the company, then he tells 
about the job, then he tells about 
his own work, his family, his boat, 
etc. He is too busy talking to learn 
anything about the applicant. 
The “steno”—He is so busy writing 
down every word the applicant ut- 
ters that he forgets to listen, to look, 
to give himself a chance to find out 
what kind of a person the applicant 
is. 
The stargazer—He is able to see 
qualities in the applicant that even 
the applicant’s own mother would 
deny. He perceives honesty, loyalty, 
hard work capacity and great or- 
ganizing ability. Six months later 
he fires the man for lack of these 
same qualities. 
The census taker—He fills out the 
application blank for the applicant 
during the interview. He gets the 
social security number, five past 
residences, and the wife’s maiden 
name. He is well liked by illiterate 
applicants who are unable to write 
out their own applications. 
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‘Office designed with EFFICIENCY in mind... 








the turniture, of course, ’All-Stee! 


ALL-STEEL EQUIPMENT INC. 
Aurora, Iilinois 


ASE 4000 Line, the furniture as flexible as your 
imagination... to create distinguished offices for 
every type of business and to meet all needs in office 
furniture. See your ASE dealer or write for brochure. 





The “sound you can see” will ease the profit squeeze. 
The process of shorthand dictation can be a sub- 
stantial drain on your profits. Why take the time of 
two people to do what one can do better? Let the 
Dictaphone Time-Master dictating machine take 
dictation for your secretary. 

This precisely engineered instrument offers ex- 
clusive advantages in the unique Dictabelt record 
—‘‘the sound you can see.’’ Recording is visible, 


you see exactly where you are. No rehandling, 
you get a fresh surface every time for pennies. 
Can you afford obsolete office practices? In to- 
day’s profit squeeze a dictating machine is not a 
luxury but a necessity. As the most experienced 
name in the field, Dictaphone Corporation is per- 
haps best qualified to analyze communications 
problems and suggest remedies. Aska Dictaphone 
Representative to survey your needs today. 


Dictaphone, Time-Master, Dictabelt, registered trademarks of Dictaphone Corporation, 730 Third Ave., New York 17, New York 


i! 


SMe We Meee Sree Be we 
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the sound you can see 
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Do you know 





the law on 
Cash advances 


ARE CASH ADVANCES RECOVERABLE? 


The question— Suppose you advance money to a sales- 
man under the condition that it will be deducted from 
future commissions. The salesman’s commissions never 
equal the advances. Can you force the salesman to 
repay the advances? 


The answer—No. Advances to employees are never 
loans unless specifically contracted as such. The ad- 
vances cannot be recovered unless they can be de- 
ducted from the salesman’s earned commissions. 


Case one—A commercial photographer employed a 
salesman to solicit photographic assignments from 
schools and other organizations. He received 25% of 
sales with a drawing account of $100 a week. 

At the end of the year the salesman had drawn $800 
more than he had earned through commissions. His 
employer sued to recover the advances. 

Denying the employer the right to recover the ad- 
vances, the court stated, “We cannot consider this en- 
gagement to imply that all the risk was taken by the 
employee. We regard it as rather signifying a joint 
enterprise in which the employee furnished his time 
and ability and the employer furnished the money 
for the employee to devote himself thereto. 

“Both expected the adventure to produce a fund (the 
earned commissions) from which each would be fully 
compensated—the one for his time and labor and the 
other for his money. The advances are therefore not 
regarded as loans to the employee but as speculation 
in a common enterprise. In its etymological signifi- 
cance the advance of money would not imply a loan. 

“No one would consider the salesman bound to re- 
pay the capital advanced out of his own means. 
Hence, without a promise to repay, express or fairly 
to be implied from the agreement under which the 
advances were made, a promise to ‘advance’ money 
for a particular purpose—as here, the furtherance of 
the employer’s business—does not import an expecta- 
tion of its return personally by the person to whom 
the money was advanced.” 

Bardwell v. Szatmary, 99 So. 2d 420, La., Dec. 19, 
1957. 


Case two—An insurance company 
agents agreed to the following: 
“For the purpose of successfully developing and 


and one of its 
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Built for 
COMFORT 


HAMPDEN’S HANDSOME, NEW 
FOLDING CONFERENCE CHAIR 


no. 304 


Foam seat, back and arms with 
extra-sturdy tubular steel frame. 
Finished in baked-on enamel. 
Ideal for conference or waiting 
room; handsomely at home in 
j foyer, office, or auditorium class- 
| room. Built for beauty too, and 
| years of rugged use. Available 
with or without arms. Write for 
Catalog: Dept. E-3, HAMPDEN, 
295 Fifth Ave., New York, N.Y. 








Seat lifts up and away 
at a finger touch. 


Folds flat for portability 
and compact storage. 


Built for the Rest of your 


life ! 
295 Fifth Ave., New York, N.Y. | Factory: Easthampton, Mass. 


Manufacturers of: 
PUBLIC SEATING + OUTDOOR and JUVENILE FURNITURE + BRIDGE SETS 
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Rhode Island's 
, 100% 
_ FINANCING | 
PLAN 


For Plant Expansion 
Without Capital 
Investment 





Rhode Island’s unique 100% Lease-Purchase 
Financing Plan has been in operation since Jan- 
uary 1959. During this relatively short period of 
time nearly 11 million dollars in new plant con- 
struction has been approved and guaranteed by the 
State of Rhode Island. 

These plants represent over 1,270,000 square feet 
of new manufacturing space, now either completed 
and in operation or currently under construction. 
This is positive proof that industry management 
considers Rhode Island’s 100% Financing Plan to 
be practical, workable and financially sound. 

We invite your consideration of Rhode Island as 
a location for your new plant or branch operation. 
Excellent sites and building shells are available — 
and of course, Rhode Island’s 100% Financing Plan 
is available to you for immediate expansion. 

Write for new 100% Financing 
Plan booklet and complete details. 


*Names proudly given on request! 


Rhode Island Development Council 


108 Roger Williams Building, 
Hayes Street, Providence, Rhode Island 





(Circle number 144 for more information) 
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establishing the agency of the company in the terri- 
tory herein named an additional commission of fifteen — 
(15) percent shall be allowed this employee on pre- 
miums of all new policies placed and reported by him- 
self or his agents in the said field during the first year 
of the contract and that for the six months of this 
contract the company will advance to the said em- 
ployee the sum of $200 per month, which amount is 
to be expended in advancing the interests of the com- 
pany in the territory herein named and is to remain a 
first lien upon all the business and renewal interest 
secured to the said employee under this contract until 
repaid with interest.” 

The insurance company later brought suit for re- 
covery of these advances. The court held that the ad- 
vances were not loans and therefore the agent did not 
have to repay them. 

The court said, “In the first place there is no express 
agreement on the part of the employee to pay back 
the money; there is no agreement that the advance 
shall create an indebtedness on his part; no word sig- 
nifying that he is to be a borrower nor that the em- 
ployer will lend to him any money. 

“These omissions in an agreement so fully and 
minutely defining the duties and contract obligations 
of the agent and the contract rights of the company 
are of great significance. 

“To advance is to bring forward. Standing by itself 
it means nothing more than that the company will for- 
ward to the employee the money. They will take it 
from their treasury and put it in his hands. For what 
purpose must be elsewhere ascertained. 

“It may characterize a gift, it may be in anticipation 
of a debt to mature at a future time and it may char- 
acterize an act by which a consignee is put in funds 
for the management of the business of the signer or 
any transaction by which the agent through the use of 
money is desired to promote the business of the em- 
ployer.” 

Northwestern Mutual Life Ins. Co. v. Mooney, 108 
N.Y. 118, Jan. 17, 1888. 


Case three—An employer sued the estate of a de- 
ceased employee for recovery of $436.67 that had been 
advanced against the commissions to be earned by this 
employee. The court denied the employer recovery. 

“The rule to be deduced from the authorities,” the 
court said, “is that where the contract of employment 
provides for advances to the employee, which are to 
be charged to and deducted from the commissions 
agreed by the employer to be paid to the employee 
as the same may accrue, an employer cannot, in the 
absence of either an express or implied agreement or 
promise to repay any excess over the commissions 
earned, recover from the employee such excess. 

“A contract under which the employer guaranteed 
to loan or advance stipulated sums per month to be 
charged against and deducted from commissions that 
might accrue under the contract imposes upon the em- 
ployee no personal obligation other than to make re- | 
payment from the fund designated for that purpose.” 


American Furniture Co. v. Snell, 164 So. 478, La., 
Dec. 13, 1935. 





Note—This feature is offered as a general guide only. Consult your attor- 
ney on specific legal problems. 


BUSINESS MANAGEMENT 






































tion 





























THE UNIQUE TYPEWRITEABLE 
STENCIL, heart of every Elliott System, 
saves space, costs little, gives thousands of 
clean impressions. 


WR ELLIOTT ADDRESSING SYSTEM PAID FOR ITSELF IN THE FIRS 


The efficiency of our Elliott System let us cut our staff from 9 
4— while our mailing list doubled from 40,000 to 80,000.” 


ether your list is big or little, Elliott can speed up your 


i oaadlmeeneedlamatemedlainatelicncioaetatiedcarenenticiaeaealiamemen iene 


Elliott Industries, Inc. 

143 Albany St., Dept. MM-91, Cambridge, Mees. 
Please send me information about the cost- 

saving Elliott Addressing System suited to my size 

mailing list, which is 


Name & Title 


g and save you money. 


PS IEJOICOINIU woustries 


of Elliott Addressing Machines and Data Imprinting Systems 
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management 





A great myth surrounds the American 
“top manager.” 

Seen from behind a copyman’s type- 
writer, he’s a man who, after years 
of struggle to reach the top, now finds 
himself well above the day-to-day op- 
erations of his company. He sits be- 
hind a clean desk and deals in trends, 
statistics, and long range planning. 
Policy is his practice and only rarely 
does he descend from his executive 
suite to concern himself with problem- 
solving that can be handled at line 
levels. 


But this 
isa myth 





Not that the average top manager 
wouldn’t like to see himself as the 
copyman describes him. It’s an image 
of management he held himself on 
his way to the top. In fact, he has an 
uneasy feeling that he should be play- 
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ing this mythical role—that he 
shouldn’t be in the thick of things in 
his company—that day-to-day opera- 
tions are not his concern. 

But, deep in his heart, he recog- 
nizes that it’s impossible in his firm. 
Turning a profit isn’t a function that 
he can delegate. 


What 
perpetuates 
this myth? 


There’s nothing evil about 
this myth. It’s part of the 
great American dream. It 
hurts nobody. But it does con- 
fuse advertising men, and 
salesmen, and some _ sales 
managers. And it costs their 
companies money. 


Ignorance of the business market, it- 
self, helps to keep this legend current. 
Too few marketing men have been 
exposed to the raw statistics which 
outline American business. For exam- 
ple: 
*of the 44% million companies in 
the U.S., only 38,000 are big 
enough to employ over 100 people. 
*of these 38,000 big companies, 
only 500 have over 2500 workers. 
Consider for a moment the difference 
between a top manager’s job in a 
giant firm with over 2500 people, and 
a man who heads up a merely “big” 
company. Both of these companies 
must perform all of the same business 
functions—sales, production, account- 
ing, purchasing, financing, etc. The 
giant firm has echelons of specialists 
on its organization chart to do the 
job. But the merely big company 
must spread its relatively fewer men 
so that they can double in brass. In 
these firms, policy and operations are 
often one and the same thing from 
the point of view of the man who 
must carry them out. He simply wears 
a dozen different hats, and he is sel- 
dom aware of it when he makes the 
switch from policy to practice and 
from line to staff. 


Why is this important to an 
advertising man—or a sales 
manager? How can it cost a 
company money if it doesn’t 
recognize the two roles of a 
top manager? Stated simply: 
your company’s sales effort 
should be concentrated on 
top management because 
they are your company’s 
prime prospects if your prod- 
uct or service will help them 
turn a profit. 









Does top 
management 
get into 
purchasing? 


If a top manager is a consistent factor 
in day-to-day operations, it’s logical 
that he gets into purchasing, too. But 
you don’t have to depend on logic, 
alone. BUSINESS MANAGEMENT maga- 
zine recently retained John T. Fosdick 
Associates to conduct depth interviews 
with 150 top management men about 
their involvement and interest in 16 
different operational areas of their 
companies. They also asked the de- 
gree to which these men took part in 
purchasing 16 different products or 
services used by their companies. 
Here are a few of the extraordinarily 
important facts that were uncovered: 


*In 65% of all large firms, a small 
group of four or fewer corporate 
officers were in on all final deci- 
sions, including purchasing. 


*Even in many giant firms, a hand- 
ful of men participate in all deci- 
sion-making. 


*Purchasing power is retained at 
virtually every step to the sale— 
from initiation of an idea, to select- 
ing the supplier, to setting budget, 
to final approval. 


Facts like these account for the 
reason why BUSINESS MANAGE- 
MENT magazine concentrates its 
editorial service and circulation 
delivery to just those men who 
are top managers in firms with 
over 100 employees. 


BUSINESS 


Management 
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MAKES COPIES OF SINGLE SHEETS, BOOKS, 
BLUEPRINTS, CHARTS, ETC., ANYWHERE 
FOR: lawyers e engineers e architects e li- 
brarians e accountants e investigators e stu- 
dents e writers e many more! Ideal for company, 


association, institution, and public libraries. 
Sold & Serviced Nationally By 
. G. Ludwig, Inc. 
Old Saybrook, Connecticut 
A subsidiary of 


ANKEN CHEMICAL AND FILM CORP. 


ANKEN ATTACHE 
CONTOURA 


World’s most versatile photocopier designed to travel 


Why be stumped when you want to make photocopies 
of pages out of hard-bound books, any over-size ma- 
terials, as well as standard single sheets! It’s no longer 
a problem! The new Anken Attaché Contoura gives you 
all the advantages of a completely portable photocopier 
plus the extra versatility of the Contoura Book Copier. 
It copies all printed, written, typed or photographed 
materials. And there’s never any damage to originals 
or book bindings. That’s the amazing versatility that 
goes with you to meetings, on office calls, to job sites, 
into libraries, aboard trains and planes. Write for the 
full story of how to copy on the go — without exception. 
ALSO AVAILABLE: ANKEN ATTACHE STANDARD 


HANDSOME! Natural luggage finish — in brown. 
COMPACT! 1714” x 1234” x 634”. Lightweight, too. 


MAIL COUPON NOW! 
F. G. Ludwia. Inc. 
727 Coulter Place, Old Saybrook, Conn. 


I like the idea of the Anken Attaché Contoura. 
Tell me more! 

Set up demonstration Send me literature 
Name 
Company 
Address. 


City 
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scientifically 


two for the plant--by using a point system. 


by Frank L. Whitney 








Fiow to pick a site— 


Sit in as this company selects a site for a lab and another for a plant. Then 
observe a scientific method of site analysis that uncovers all factors—including 
intangibles—and assigns each one its proper weight. In this hypothetical 


example, you will see how five possible sites are rated—three for the laboratory, 


Gus §=Pick a site on its 
obvious assets and you risk disaster. 

Most companies wind up with 
less than the best when they seek 
a site for plant, lab or other fa- 
cilities. 

Reason: they neglect the in- 
tangibles. Or they pay attention to 
the wrong things. Or they let per- 
sonnel preferences of one or more 
executives influence this “make-or- 
break” decision. 

They view site selection as a job 
of analyzing the obvious—labor 
supply, land cost, taxes. Because 
they neglect intangibles—like pupil- 
teacher ratio in schools, and other 
community factors—they make de- 
cisions with built-in waste. 

Good site means good profit. But 
there is evidence for this fact too: 
a poor site can literally lead a com- 
pany to failure—not all at once, 
perhaps, but by a steady drain on 
revenues through the years. 


THE CASE EXAMPLE 


To illustrate these facts, let’s 
create the Acme Corp., a manufac- 





Frank Whitney is vice president of en- 
gineering for Walter Kidde Construc- 
tors, Inc., New York. For more details, 
see page five. 
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turing company in the throes of ex- 
pansion. It plans to build a new re- 
search laboratory and a_ branch 
plant for light manufacturing. 

Acme’s top management can- 
vasses a handful of executives in 
other companies to find out what 
site factors they consider important. 
Then, armed with the suggestions 
received, management visits a half- 
dozen prospective locations. Finally 
the top executives agree on the two 
“best” locations—one for the lab, the 
other for the plant. 

Is this procedure good enough? 

No, it is this kind of approach 
that leads to costly mistakes, even 
disaster. 

How can the mistakes be pre- 
vented? Experience proves there is 
only one way . 

. . . by a thorough, compara- 

tive evaluation and weighing 

of all factors—intangible as 
well as tangible—affecting al- 
ternative locations. 


A point rating system that makes 
this kind of comparison and meas- 
uring possible has been developed 
by Walter Kidde Constructors, Inc. 
The system takes into account: 


1. All the tangible factors re- 
lated directly to costs. 


2. All the intangible factors that 
pertain to local environment, em- 
ployee and community attitudes, 
convenience and morale. 

Prime virtue of the system is its 
flexibility. It can be adapted to the 
selection of a research facility or 
a wide range of manufacturing 
plants. 

Let's apply the Kidde plant loca- 
tion method to the Acme problem 
—first for a lab site and then for a 
plant site—and see how well man- 
agement actually did. 


How the rating system works 


« The point rating system consists 
of a list of principal categories that 
pertain to laboratory or plant loca- 
tion. The number and arrangement 
of the categories vary depending 
upon the type of facility. 

Each category is subdivided into 
numerous specific items that are as- 
signed maximum and minimum 
point values. Armed with this sys- 
tem, site selectors can rate one lo- 
cation against another. Optimum 
score for any location is 1,000 
points. 
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Working with Frank L. Whitney in preparing this article were Frank N. Repp 
(left) and Joseph N. Dunn (right), Kidde industrial engineers. 


Point values aren’t plucked out 
of thin air. The range of values as- 
signed to each tangible factor re- 
flects its relative importance in the 
total cost of production. These can 
be obtained by extracting from a 
detailed operating statement all 
those items affected by plant loca- 
tion. They would include such 
things as shipping costs, labor sup- 
ply and utilities. 

Determining point values for in- 
tangible factors—those items that 
pertain mainly to living area 
evaluation—requires seasoned judg- 
ment, and probably long analysis 
and discussion. Bear in mind that 
values differ, to some extent at least, 
for different companies. 

That’s the framework of the 
point rating system. To demonstrate 
its feasibility, let’s create three hy- 
pothetical communities that might 
have survived a rigid elimination 
test for Acme’s research laboratory. 
One of the three will be the loca- 
tion Acme has already picked. 


Then let’s measure these com- 
munities against each other with a 
point rating system tailor-made for 
Acme. 

Finally, let’s repeat the process 
with another set of communities for 
the manufacturing plant. 


Picking a research site 


=» For a research laboratory, the 
point rating system is arranged in 
two divisions. 

Living area evaluation consists of 
12 categories that total a maxi- 
mum of 550 points. 

Building site evaluation, 16 fac- 
tors that have a dollar effect on a 
firm’s operations, are worth only 
450 points. 

The greater emphasis on com- 
munity factors is a direct result of 
the firm’s attempt to attract and 
stimulate brainy researchers, who 
are hard to find and even harder to 
hold. 

Here are the three hypothetical 
communities that figure in Acme’s 
final decision: 


CAPITAL CITY 


Capital City, the location Acme 
actually picked for its research lab, 
is a state capital of nearly one mil- 
lion people, the focal point of a 
region. It appealed to Acme be- 
cause it has an abundant supply of 
clerical and laboring help, low cor- 
porate taxes and a first rate univer- 
sity where researchers can take 
graduate evening courses. 


MEDIUM CITY 
Medium City, about 100 miles 
from a major metropolis, has a 
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population of about 100,000 and a 
nationally known university with a 
top scientific reputation. 


SUBURBVILLE 

Suburbville, a community 25 
miles outside a major metropolitan 
center, is an attractive community 
with high taxes, plentiful but costly 
homes, and quality schools and 
universities nearby. 

The three locations score evenly 
in 17 of 28 categories (those not 
marked with an asterisk in Table 1). 
Most of these even score factors 
are in the building site evaluation 
category. 

For instance, all three of these 
possible sites have a number of 
suitable building properties and the 
cost of land and construction is 
just about the same. 

Each wants to attract a research 
laboratory to supplement the scat- 
tering of industries already there. 

All boast a wide availability of 
services and utilities, good trans- 
portation, and they are all about 
the same distance from corporate 
headquarters. 

Differences are evident in 11 cat- 
egories (see items marked with 
asterisk in Table 1) worth a maxi- 
mum of 520 points, or more than 
half the total of 1,000 points. Only 
two of these 11—labor supply and 
corporate taxes—are tangible dollar 
factors. The remaining nine are all 
related to intangible living area 
evaluations. 

Now let’s look more closely at 
the three factors that made Capital 
City seem most attractive to Acme: 
labor, taxes, the university. 


Labor supply—20 point 
maximum 


= Capital City offers the best labor 
supply situation. Graduates from a 
state university and a number of 
small colleges in the environs pro- 
vide a steady stream of qualified 
office help within a five-mile radius 
of the proposed facility. 

Medium City has a less favorable 
labor supply situation. Severe com- 
petition exists for the best clerical 
help, which must be recruited from 
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Site selection involves 


a five-to-ten-mile radius of the fa- 
cility. 

Suburbville has a definite short- 
age of clerical and laboring help. 
Competent secretaries commute to 
the city core where salaries tend to 
be higher. Office help must be re- 
cruited from a 10-to-20 mile radius 
of the facility. 

Conclusion: Acme was _ right. 
Capital City is best for labor sup- 
ply, but, in the total scheme of 
things, labor supply is not ex- 
tremely important because research 
laboratories do not depend upon 
recruiting local labor for important 
positions. 

Kidde point rating score: 


Labor Cumulative 


City supply total 
Capital City 20 20 
Medium City 15 15 
Suburbville 5 5 


Corporate taxes—10 point 
maximum 

= Taking into account property, in- 
ventory, payroll and any local busi- 
ness taxes, Capital City has the 
most favorable situation. Medium 
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“Quality: of schools “ites 
looms larger in the Se 
minds of research 
directors than tax 
concessions.” 


more than labor, taxes and 


City is less favorable, and Suburb- 
ville has the highest taxes of all— 
the result of sudden population 
growth. 

Conclusion: Acme is right again. 
Capital City is the best for taxes. 
But, again, taxes aren’t as impor- 
tant for a research laboratory as 
Acme executives are prone to think. 


Cumulative 
City Taxes total 
Capital City 10 30 
Medium City 5 20 
Suburbville 0] 5 


Proximity to universities— 

40 point maximum 

= Access to a university is extremely 
important to permit researchers to 
take graduate evening courses and 
rub elbows with fellow scientists. 

Capital City has a highly re- 
garded university that offers eve- 
ning courses in the proper subjects. 
Travel time from lab to class: 15 
minutes. 

Medium City has one of the best 
universities in the country. But it 
doesn’t offer evening courses. 

Suburbville has several colleges 
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land cost; neglecting the intangibles can mean a steady drain on profits. 








LABORATORY SITE SELECTION 


Point rating system 











A. TOTAL POINTS 1,000 
Living area evaluation 550 
Building site evaluation 450 


Maximum Capital Medium Suburb- 
































Points City City ville 
B. LIVING AREA EVALUATION 

* 1. Schools for children 130 a3 70 110 
* 2. Housing for sale 100 70 35 85 
+ 3. Housing for rent 80 25 5 45 
* 4. Attractiveness of community 80 50 20 75 

* 5. Travel to universities (after 
hours for researchers) 40 40 0 20 
* 6. Taxes (residential) 20 20 0 0 
* 7. Recreation & cultural activities 20 15 10 20 
8. Churches 20 20 20 20 
9. Hospitals, doctors, dentists 20 20 20 20 
10. Convenience of family shopping 20 20 20 20 
* 11. Distance to metropolitan area 10 10 0 5 
* 12. Local government 10 5 10 5 

SUB-TOTAL 550 330 








BUILDING SITE EVALUATION 


1. Total cost, land & construction 100 100 100 100 
2. Initial & future neighbors 50 50 50 50 
3. Distance to corporate center 50 50 50 50 
4. Proximity to other research 50 50 50 50 
5. Attitude of community 30 30 30 30 
6. Proximity to living area 30 30 30 30 

7. Distance to universities (during 
hours for consultation) 20 20 20 20 
8. Transportation, airports, rails 20 20 20 20 
9. Availability of services 20 20 20 20 

* 10. Availability of clerical & laboring 

help 20 20 15 5 
. * 11. Taxes (corporate) 10 10 5 0 
12. Utility rates 10 10 10 10 
13. Publicity (prestige value) 10 10 10 10 
14. Hotels, motels and restaurants 10 10 10 10 
15. Available land area 10 10 10 10 
16. Attractiveness of the site 10 10 10 10 


nem tee awe ee 





SUB-TOTAL 


GRAND TOTAL 1000 





* Indicates factors in which the locations did not rate the same. 
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LABORATORY SITE SELECTION 


SCHOOLS FOR CHILDREN 


Maximum Capital 


Points 
Pupil-teacher ratio 50 


Instruction dollar per pupil 25 


College preparatory 
program 25 


Other factors: 30 


Size of system 
Condition of facilities 


Public-private school 
ratio 


Totals 


and universities offering evening 
graduate courses. Minimum travel 
time: 30 minutes. 

Conclusion: Acme’s preference 
for Capital City was proper on this 
score, too. 


Cumulative 
City Universities total 
Capital City 40 70 
Medium City 0 20 
Suburbville 20 25 


So far, on this basis, Acme’s 
choice of Capital City is perfectly 
justified. But the company has 
weighed only a few of the factors. 
Will their solution stand up when 
all the factors are taken into ac- 
count? 


Schools for children— 
130 point maximum 


s Brainy researchers are extremely 
concerned about the quality of the 
local school system. Our experience 
and extensive interviews indicate 
that this looms larger in the minds 
of research directors than tax con- 
cessions, special zoning grants or 
any other form of inducement. 
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Medium Suburb- 
City City ville 


25 25 35 
0 15 25 


0 15 25 


15 25 





To assess the quality of a school 
system, Kidde has a number of 
yardsticks. Foremost among these 
is the pupil-teacher ratio (see Table 
2). For example, school systems that 
have at least one teacher for every 
25 pupils earn from 35 to 50 points. 
Thereafter, as the ratio of pupils to 
teachers increases, the number of 
points awarded decreases. Any sys- 
tem that has a pupil-teacher ratio 
that exceeds 35 receives no points 
at all. 

In comparing school systems, the 
amount of instructional dollars 
spent per pupil for academic pur- 
poses serves as another yardstick. 
The community that spends its 
money most efficiently on instruc- 
tion per pupil rates up to 25 points. 

Another 25 points is allowable 
for the calibre of the school’s col- 
lege preparatory program, the pro- 
portion of the total student body 
enrolled in that program and the 
record of the school in placing its 
graduates in outstanding colleges 
and universities. 

The remaining 30 points com- 
prising the 130 total are divided 
into several other factors. These are 





the size of the school system, the 
condition and composition of the 
physical plant, and the number of 
private and parochial schools in the 
area. 

Capital City has 30 pupils per 
teacher, spends $125 per year on 
instruction per pupil. Its college 
preparatory program and its record 
of placing graduates in colleges and 
universities is fair. The system is 
exceedingly large, but the physical 
plant is in good condition. There 
are eight public schools to each pri- 
vate school in the area. 

Medium City has as many as 35 
children per teacher, spends $212 
per year in instruction per pupil. 
It has an excellent college prepara- 
tory course and a good record of 
placing graduates in colleges and 
universities. Buildings are outdated 
and the system is large. The public 
to private school ratio is three to 
one. 

Suburbville, despite the suburban 
boom, has excellent schools. There 
is one teacher for every 23 pupils. 
The system spends $275 per year 
on instruction per pupil. The high 
school has a sound college prepara- 
tory program and an outstanding 
placement record. The system is 
moderate in size and most of the 
buildings are new. There is one pri- 
vate or parochial school to every 
three public schools in the area. 
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Cumulative | 
City Schools total 
Capital City 35 105 
Medium City 70 90 
Suburbville 110 135 










Housing for sale— 





100 point maximum 





# Availability, price range, valuem 
and age of housing are prime con-™ 
siderations. Well paid researchers ye 
want houses in the $20,000 topge 
$25,000 range. \ 

Capital City has good housing 
both developments and _ older 
homes. The bulk of the housing i 
under $20,000. 

Medium City has a tight housing 
situation. There are some olde 
homes for sale. Mostly, employee! 
would have to build their o 
homes. 

Suburbville has continuing ho 
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developments. Most of the housing 
is in the $20,000 to $25,000 range. 


There is ample housing over 
$25,000, little under $20,000. 
Cumulative 
City Housing for sale total 
Capital City 70 175 
Medium City 35 125 
Suburbville 85 220 


Housing for rent— 
80 point maximum 


= This category, which takes into 
consideration apartment houses and 
garden apartments, analyzes avail- 
ability and median rental for three 
and four rooms. 

Of the three, Suburbville has the 
best rental situation. There is a 
wide selection of three- and four- 
room garden type apartments. Cap- 
ital City falls somewhat behind in 
quality and Medium City has little 
good rental housing. 


Cumulative 
City Housing for rent total 
Capital City 25 200 
Medium City 5 130 
Suburbville 45 265 


Attractiveness of community— 
80 point maximum 


= Each was analyzed with one 
thought in mind: Will this com- 
munity be a good place for an 





employee to bring his wife and chil- 
dren? In addition to over-all ap- 
pearance, the existence of facilities 
such as banks, shopping centers and 
parking areas was also taken into 
account. 

Capital City’s facilities are good 
for a city of its size. New planning 
measures indicate room for further 
improvement. 

Medium City is congested down- 
town. Living conditions are attrac- 
tive outside the city, but services 
are below par. 

Suburbville is well planned with 
numerous service and shopping fa- 
cilities. 


Cumulative 
City Attractiveness total 
Capital City 50 250 
Medium City 20 150 
Suburbville 75 340 


Residential taxes— 
20 point maximum 


« Property and other local taxes 
are weighed. 

Capital City has the most favor- 
able residential tax situation. Med- 
ium City and Suburbville are con- 
siderably higher. 


Cumulative 
City Residential taxes total 
Capital City 20 270 
Medium City 0 150 
Suburbville 0 340 









































‘‘Analyze locations with this thought in mind: 
‘Is it a good place for an employee's wife and children?’”’ 





Recreational and cultural 
activities—20 point maximum 


# All three are about equal for out- 
door recreational purposes. 
Capital City, being the state capi- 
tal, is a major cultural center. 
Medium City, being isolated, re- 
quires considerable travel to a 
major metropolis for first rate art, 
drama, music and museums. 
Suburbville’s proximity to a major 
metropolis gives it a cultural edge. 


Cumulative 
City R&C activities total 
Capital City 15 285 
Medium City 10 160 
Suburbville 20 360 


Local government— 
10 point maximum 
« A detailed analysis of local gov- 
ernment, including per capita debt 


and per capita cost of police and 
fire protection, rates Medium City 


highest and Capital City and 
Suburbville about equal. 
Local Cumulative 
City government total 
Capital City 5 290 
Medium City 10 170 
Suburbville 5 365 


Distance to metropolitan center 
—10 point maximum 

= Capital City is a metropolitan 
center. Suburbville is between 30 
and 60 minutes from the city core. 
Medium City is over an hour away. 


Cumulative 


City Distance to city total 
Capital City 10 300 
Medium City 1] 170 


Suburbville 5 370 





Conclusions 


# Acme should lean toward Suburb- 
ville, which has a lead of 70 points 
and a grand total of 850 points 











Table 3 


PLANT SITE SELECTION FOR TWO TYPICAL CITIES 


Total Points 1,000 


Maximum Plant City 


* Shipping & transportation 70 
Labor 500 
* Utilities 55 
Community factors 130 
Sites 115 
* Taxes 90 
inducements 40 


Totals 1,000 


60 
300 
45 
100 
90 
60 
10 
665 


Inland 

43 
440 
30 
100 
90 
40 

0 


743 


* Indicates factors in which the cities did not rate the same. 


a) 
b) 
c) 
d) 


LABOR SUPPLY 


Maximum Plant City 
Population 45 


20 mile radius 
characteristics 
literacy 

home ownership 


Availability 115 


a) 


b) 


c) 
d) 


male—skilled, semiskilled, 
unskilled 


female—skilled, semiskilled, 
unskilled 


office workers 


percentage of local employ- 
ment to total population 


Efficiency 25 


Training required for new industry 10 


Prevailing wage rates 175 


Local wage trends for past 10 years 10 
Unions 105 


a) 


b) 
c) 
d) 
e) 


to what degree are local 
industries organized 


cooperation 
strike record 
local leadership 
fringe benefits 


Local turnover rate 


Totals 


27 


Inland 
35 





after all 28 categories are com 
puted. But the results are close 
enough to warrant consideration of 
Capital City, which has a grand 
total of 780 points. Medium City, at 
650 total points, should probably 
be ruled out. 

Note that Suburbville came out 
ahead even though it scored fewer 
points (425) than either Capital 
City (450) or Medium City (440) 
under the tangible building site 
categories. Its superiority is evident 
under living area evaluation where 
it amassed 425 points compared 
with 330 for Capital City and 210 
for Medium City. 

The point rating system is par- 
ticularly useful in uncovering this 
kind of relationship. It is designed 
to guide, and not govern, the final 
decision. With this in mind, the 
system shows that Acme did well, 
but might have done better. 


Picking a plant site 


= For its manufacturing _ plant, 
Acme has picked Plant City, a city 
of about 90,000 people centrally 
located in a large industrial center. 
Plant City appealed to Acme be- 
cause it has highly favorable ship- 
ping costs, utility rates and corpo- 
rate taxes. It also has an adequate 
labor supply. 

Plant City is probably a good 
enough location to have survived 
a rigid elimination test. But let's 
compare it with another location in 
another state, Inland, which also 
deserves Acme’s critical appraisal. 

Inland has a population of 50,000 
and is 40 miles from a state capital. 
Geographically, it is in the heart 
of an area that offers a stabilized 
and balanced economy. 

Inland does not appear to rate 
as well as Plant City on shipping 
costs, utilities and taxes. But it has 
an excellent labor supply for Acme’s 
purposes. In Acme’s opinion, how- 
ever, Inland’s superior labor supply 
wasn't enough of a compensating 
factor to offset Plant City’s three 
virtues. 

For a light manufacturing plant, 
the point rating system is divided 


into seven categories. Of these’ 


seven, Plant City and Inland rate 
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THE CASE OF VO 





Fiow to build a dealer 


organization that sells 


Dealers sometimes feel they have an inalienable right to automatic profits. Manufac- 


turers sometimes feel they owe their dealers and distributors nothing. Volkswagen proves 


both are wrong. It has cracked the toughest foreign market (the U. S.) and continues 


to break records by relying on strong dealers and distributors. Here's how. 


MS Dealer standards 
mean nothing in any industry un- 
less enforced. 

Volkswagen of America, the 
wholly-owned subsidiary of the 
West German auto company, shows 
us how the traditional relationship 
of the manufacturer, the distributor 
and the dealer can be made work- 





Claire Trieb Slote is a well-known 
free-lance business writer. For more 
information, see page five. 
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Volkswagen dealers lead those of all other makes 


by Claire Trieb Slote 


able—and—much more profitable. 

“We've invented nothing new,” 
says Carl H. Hahn, vice president 
and general manager of Volks- 
wagen in America, in explaining 
why VW holds the highest unit 
sales per dealer in the U.S. “We set 
the same standards for dealers that 
everyone else in the industry does, 
except that we maintain ours.” 

But the last part of that statement 
is new. It explains why Volks- 
wagen was able to sell 27% more 





Par 


in the U.S. in unit sales—last year, 315 cars per dealer. 


cars in the recession year of 1960, 
while other foreign cars had a sales 
dip of 19% in the U.S. 

Of course, much of the popular- 
ity of the redoubtable beetle is due 
to the VW itself. But a closer look 
at the dealer and distributor organ- 
ization of Volkswagen shows that 
it could have been otherwise, even 
for the seemingly unbeatable VW. 

Looking for underlying reasons 
behind the well-known accomplish- 
ments of Volkswagen, Business 








MANAGEMENT talked with the top 
brass in Germany—Director Heinz 
Nordhoff and Export Manager 
Manuel Hinke. The same answer 
was given: VW’s unique dealer 
organization. Unique, because VW’'s 
dealers must live up to these tough 
principles—or else. 


1. Stress service over 
everything 

=s VW’s first step in every country 

is to establish a strong service setup. 

Before a single car was sold here 

in 1955, the parent company had 

shipped parts and service engineers. 

First VW representative here was 
a pessimistic German who main- 
tained that no more than 800 VW’s 
a year would ever be sold in the 
U.S.; he was promptly fired. 

VW’'s first servicemen set to 
work immediately to train Ameri- 
can counterparts. Today some 30 
engineers tour the country in spe- 
cially fitted trucks which serve as 
mobile service training centers. 


2. Insist on full line of spare 
parts 

= Parts are the key to VW service. 
The company urges dealers to 
maintain a 90-day supply of spare 
parts, an inventory of at least $12,- 
000 per dealer. VW claims this is 
actually the most complete stock 
of parts for any make, domestic or 
imported, because of VW’s policy 
of non-obsolescence. With no dras- 
tic model changes to worry about, 
that $12,000 goes a long way to sub- 
stantiate VW’s claim that even in 
remote areas, its dealers can vir- 


tually build a car from parts—if 
necessary. 


3. Use know-how of 
independent distributors 

e VW’'s 16 U.S. distributors—who 
take the place of domestic automo- 
tive companies’ regional offices— 
operate under compelling profit 
motivations. At first VW turned to 
distributors out of necessity; the 





’ The dealer record that awes Detroit 


Last year VW dealers averaged 
315 units, compared to 240 for 
Chevrolet dealers (the next high- 
est), 210 for Ford outlets and 142 
for holders of the Rambler fran- 
chise. 


In addition: 

e VW dealers in the U.S. earn the 
highest profit per invested dollar 
of any dealers in the industry. 

e 80% of them are housed in 
brand new facilities. 


e The average VW dealer plunks 
down at least $100,000 to get un- 
der way. 

e Of 600 dealers, only 20 fell by 
the wayside last year. 





company didn’t have enough capi- 
tal to tackle the U.S. without them, 
and it needed native Americans to 
develop the market. 

Today, according to Hahn, these 
distributors give the company “a 
high degree of elasticity.” They 
make their own decisions in their 
areas, participate in selecting and 
checking dealers, advise on basic 


Peace made VW the ‘world’s car’ 


Volkswagen literally rose from rubble after World War Il. 
What Allied bombs didn't destroy, the plant's liberated slave 
labor did. VW has had more than physical desolation to over- 
come. In exporting to 120 foreign countries it has the problem 
of obliterating the image of Hitler from his beloved ‘‘people’s 


car. 


Although VW was government-owned until recently (when 
60% of the shares were bought by non-executive employees) 
the company wasn't government subsidized. By ploughing back 
its capital, VW went from 1,789 units (cars, trucks, wagons) in 


1945 to over 865,858 in 1960. 


Germany buys about 45% of the output, the rest is exported. 
The U. S. is number one customer. The 191,000 cars, trucks and 
wagons we bought last year accounted for more than 20% of 
VW’'s total output. 
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marketing and advertising deci- 
sions. 

Hahn feels that in his distributors 
he has active, knowledgeable part- 
ners—rather than regional company 
men. Each distributor maintains a 
huge spare parts inventory, each 
has his own sales promotion, public 
relations, advertising and sales 
training setup. 


4. Keep dealers to close 
tolerances 

= Nowadays, VW is able to turn out 
as highly finished a dealer as it does 
a car. Of course, in the beginning, 
when it was touch-and-go whether 
long-legged Americans would ever 
scrunch themselves into the odd 
little car, the emphasis was on lin- 
ing up young, enthusiastic dealers 
and recommending the basic “pre- 
requisites.” 

Today VW has formularized just 
about everything. 

Take the dealer’s property, for 
example. VW sets the minimum 
building and property needs—in 
square feet—for dealers, based on 
how many units are sold per month. 

VW also sets up the minimum 
working capital a dealer will need 
to sell a given number of units per 
month. 

Still another requirement is the 
dealer's total fixed capital, includ- 
ing service equipment, fixtures, 
furniture, etc. This, too, is com- 
puted by units sold per month. 

Thus a dealer who moves 25 VW 
cars, trucks and wagons a month 
knows he should have at least 
9,700 square feet of building and 
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40,000 square feet of property. 
(Desirable property for this volume 
would be higher, up to 50,000 
square feet.) The same dealer is 
told that, for his volume, he should 
have $57,500 in working capital 
and $18,350 in total fixed capital. 
Actually, VW is getting stricter 
as its franchise grows more valu- 
able. So long as U.S. customers 
must wait for their cars (it’s getting 
shorter these days) and discount 
deals are virtually unheard of— 
that franchise is plenty valuable. 


5. Permit no dualing, no chains 


» Hahn thinks VW made its most 
valuable decision when, at the be- 
ginning, it didn't go along with 
most of the other foreign cars and 
add its line to an American one. 
Came the U.S. compacts, and the 
foreign ones were inched out of the 
showrooms. 

VW does have dual dealers, but 
they must house their VW’s sepa- 
rately—in VW-approved _ installa- 
tions. About 8% of VW dealers also 
have Detroit franchises. “They com- 
mute from their other bases to ours 
in their Volkswagens—or, more 
likely, their Cadillacs,” says Hahn. 
“We don't care about their other 
operations, so long as they run the 
VW show our way.” 

One practice VW doesn’t permit 
is the absentee dealership. No 
dealer can operate more than one 
VW franchise. That way they avoid 
the “impersonal” chain operation. 


6. Maintain clear and close 
controls 


e If VW’s new dealer frets over 
being the victim of stricter require- 
ments, older dealers, too, are be- 
ginning to feel a firmer hand from 
above. Two years ago, “to get us in 
contact with reality,” Hahn hired 
nine zone managers who serve as 
liaison between the company and 
its distributors. These men visit the 
dealers, note where facilities have 
grown inadequate, and recommend 
changes. 


7. Use rigid selection standards 
=" When VW gives a_ potential 
dealer the nod, he has been thor- 
oughly probed by both distributor 
and importer. One applicant was 
tuned down recently because he 
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German-born Carl H. Hahn began 
his automotive career with summer 
jobs at a Swiss firm that imported 
Nash cars. Later he worked for the 
Fiat Motor Co. He left the industry 
to become an administrative officer 
with the Organization of European 
Economic Cooperation and helped 
set up its European Productivity 
Agency. 

Salesbuilder Hahn is no stranger 
to economics. In 1953 he published 
a book called The Schumann Plan, 
dealing with the famous plan for 
solving the problems of the Euro- 
pean coal and steel community. He 
holds a Ph.D. from the University of 
Bern, where he was also an as- 
sistant professor of economics. 
Educated at schools in Germany, 
Switzerland, France, Italy and Eng- 
land, Hahn speaks French, Italian 
and English in addition to his na- 
tive language. 

Now, at 34, he is a resident of 





Stamford, Conn., with his American 
wife and their young son. Mr. Hahn 
came to the U. S. in 1959 as vice 
president and general manager of 
Volkswagen of America. He joined 
Volkswagen in 1954 as head of 
export sales promotion. 





had merely been investigated by 
Internal Revenue. “We ask around 
about people,” says Hahn. 

Even when the prospective 
dealer promises to follow the com- 
pany’s lead in construction of his 
business quarters, service facilities, 
etc.—and agrees to reach for speci- 
fic sales targets—the company 
doesn’t hand him his franchise. It 
issues a “letter of intent.” On the 
strength of this letter the dealer 
proceeds. And, says Hahn, the con- 
tract isn’t signed until the dealer 
has fulfilled all his promises. Usu- 
ally the final signing coincides with 
the dealer’s grand opening. 


8. Keep cooperative ads 
coordinated 

= The best reflection of VW’s un- 
usual control over its tight little 
island of dealers is the uniformity 
of its advertising efforts. The De- 
troit companies often go one way 
in their ads while their dealers, 
complaining of the diffuseness of 
manufacturers’ institutionalism, pro- 
ceed to play up price—or anything 
else—in local ads. 

VW dealers, on the other hand, 
use the same agency and same ads 
as the importer. Since the entire 
VW “think small” campaign has 
been a prize-winner, this consist- 
ency has been doubly effective. 
Local ads, almost without excep- 






tion, repeat and reinforce the com- 
pany’s national ads. 

Exception: Florida dealers don't 
bother with the ad that boasts of 
VW’s prowess in snowstorms. 


9. Add speed to service 

= VW’s pride in its parts operation 
isn’t limited to the completeness of 
its inventory; it boasts of the speed 
with which the customer can be 
given the part he needs. 

Recently VW installed an IBM 
305 RAMAC to process orders and 
prepare shipping instructions for 
new cars and parts ordered by the 
600 dealers. This means orders for 
some 6,000 parts a week (plus the 
200,000 cars, trucks and wagons in 
various colors with different acces- 
sories). These orders are converted 
to paper tape for air shipment to 
VW in Germany where they are 
processed by another RAMAC, part 
of the German firm’s efforts to 
standardize and speed up sales in- 
formation from 120 countries. 

Sitting in Wolfsburg, Export 
Manager Hinke admits it will be 
quite a while before all this mecha- 
nization takes hold in, say, the 
Solomon Islands. 

But in the U.S., it’s just another 
element in one of the smoothest 
sales operations ever to give do- 
mestic marketers something signifi- 
cant to ponder, # 
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Why industrial advertising 


You are wasting much of what you spend on advertising—if you are a 


typical industrial advertiser. In fact, you are probably perpetuating in- 


effective ads without even realizing it. This doesn’t mean you should stop 


advertising. Here’s how to stop the waste and use industrial advertising as 


an effective, if limited, marketing tool. 


by Warren R. Dix 


al : 
Too many indus- 


trial marketers are living in a world 
of unreality when it comes to ad- 
vertising. 

But the money spent on indus- 
trial advertising is very real—$1.17 
billion in 1959 in total advertising 
cost, and $546.3 million in 1960 for 
magazine space alone, according to 
one estimate. 

This means that if you are the 
typical industrial advertiser, you 
are spending 1.5% of gross revenue 
for advertising. Advertising profes- 
sionals are aware that much of this 
money is wasted. 

Smart industrial marketers 
wouldn’t dream of permitting their 
salesmen to make calls in rumpled 
suits, needing a shave; they 
wouldn't keep salesmen who fail to 
talk about the product until they 
are about to leave the prospect's 
office, or salesmen who have little 
knowledge of the customer’s true 
interests. 


Warren R. Dix is a management con- 
sultant specializing in marketing. For 
more details see page five. 
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Yet these same companies con- 
tinue to use advertising that is bad 
to look at, hard to read, misses the 
marketing point, or is beautiful and 
slick about everything but the prod- 
uct offered for sale. 

A glance through the trade maga- 
zines serving your field will testify 
to this. You will also find ads which 
border on being effective—avoiding 
these more obvious faults. On 
closer examination, however, other 
crippling faults will emerge—such 
as a disregard for the prospective 
customer's needs and a lack of un- 
derstanding of the advertiser's true 
marketing situation. 

There are many industrial adver- 
tisers who are conducting effective, 
productive campaigns. These are 
industrial marketers who under- 
stand that industrial advertising is 
a useful, but limited, marketing 
tool. And, like any tool, it must be 
handled by people who know its 
purposes and limitations. 


What are the causes? 


There are four interrelated rea- 
sons for the failure of industrial ad- 
vertising programs: 


1. Failure to motivate good in- 
dustrial advertising. Industrial ad- 
vertising does not make or break a 
company. Unlike marketers of con- 
sumer products, an industrial com- 
pany can usually succeed without 
advertising. Many do well without 
it (and many are in effect without 
it, because what they do is ineffec- 
tive). Managements are generally 
aware that industrial advertising is 
a limited marketing tool, but it is 
often this awareness which prevents 
managements from making the 
changes necessary to make their ad- 
vertising more effective. 


2. Failure to know good from 
bad advertising. Because manage- 
ments do not expect much in the 
way of specific benefits from indus- 
trial advertising, they do not de- 
mand realistic audits of results. As 
a result, substandard advertising is 
perpetuated because no one _ has 
found out that it is substandard. 


3. Failure to realize that adver- 
tising is a technology. The signifi- 
cance and the very existence of ad- 
vertising technology is unknown to 
many managements. Much ineffec- 
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fails—and what to do about it 


tive advertising results from the 
common belief that any intelligent 
sales executive can plan advertis- 
ing and dictate its preparation. 

4. Failure to put strong execu- 
tives in charge of advertising. As a 
result of the first three reasons, too 
many industrial advertising pro- 
grams are administered by men 
with little authority. This is certain 
to prevent an effective return on 
the advertising dollar. 


CASE HISTORY: 
Why one campaign failed 


« Here is an all too typical case his- 
tory of a hypothetical chemical pro- 
ducer and its industrial advertising 
woes. 

Let’s call this company Chem- 
corp. It sells “polyplastilene” pow- 
der to plastic molders. Chemcorp is 
anxious to increase polyplastilene 
sales, so it decides to launch an ad- 
vertising campaign. 

The Chemcorp advertising man- 
ager and a young assistant meet 
with the molding powder product 
manager. After a cursory discussion, 
the advertising men learn that the 
main sales requirement is that the 
powder be uniform. They also learn 
that Chemcorp’s polyplastilene is 
not very much different from that 
of the other producers. 

“I'm sorry I'm not giving you 
much to work with, fellas, but that’s 
how it is,” says the product man- 
ager. “Maybe you can do some- 
thing with that uniformity angle.” 

The advertising men promise to 
do their best. 

An advertising platform is then 
submitted, as follows: 

Target market: Plastic molders. 
Advertising objective: Increase 
Chemcorp share of market. 
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Major sales point: Product uni- 
formity. 

The advertising agency devises a 
campaign to dramatize the selected 
product feature, uniformity. The 
first ad shows peas in a pod, the 
second ad a pair of identical twins, 
the third ad two bullets fired from 
the same gun, etc. Ad copy reads: 


UNIFORMITY ... in lot after 
lot of CHEMCORP polyplas- 
tilene 

Peas in a pod can’t hold a 
candle to Chemcorp polyplas- 
tilene when it comes to uni- 
formity. Thanks to rigid qual- 
ity control and a spectrometer 
check on each _ production 
line, you are assured that each 
lot of Chemcorp polyplasti- 
lene will precisely match 
your original specifications—in 
color, flowability, clarity, par- 
ticle size. 

Through 80 years of re- 
search and _ development, 
Chemcorp has earned a repu- 
tation for dependability. Write 
now for additional informa- 
tion on Chemcorp polyplasti- 
lene. 


The product manager is vaguely 
uneasy when shown the proposed 
advertising. He knows that unless 
the product is uniform his salesmen 
won't even get into the customer's 
plant, much less sell anything. Uni- 
formity is really not so much a 
product sales feature as a_ basic 
requisite for sales, like putting four 
wheels on a car. 

Every producer’s polyplastilene 
is virtually identical in specifica- 
tions and base price and the prod- 
uct is actually sold by virtue of 
service, customer wanting mul- 
tiple sources of supply, supplier's 


delivery record, customer’s liking 
for the salesman, etc. 

However, the product manager 
hadn't thoroughly explained this to 
the advertising men because he 
didn’t want to discourage them, 
and, furthermore, he didn’t see 
what they could do with the infor- 
mation anyway. He assumes that 
advertising is concerned only with 
product features. 

The uniformity campaign runs 
for 18 months, accomplishes noth- 
ing, and is canceled in a corporate 
economy wave. The advertising 
manager grumbles that his manage- 
ment doesn’t appreciate industrial 
advertising. 


Chemcorp’s true market 
situation 


= If the product manager had had 
a better understanding of advertis- 
ing... and if the advertising 
manager had had a better knowl- 
edge of marketing . . . the follow- 
ing facts would have been dis- 
closed in the initial meeting: 


1. Chemcorp’s best market for 
polyplastilene is the larger molders 
who can buy in carload lots. 

2. The molders have a raw mate- 
rial storage and inventory control 
problem. 

3. Chemcorp has arranged to 
lease a fleet of boxcars specially 
equipped for shipping polyplasti- 
lene. 

4. As a sales inducement, Chem- 
corp will maintain a boxcar on the 
molder’s siding at all times, assur- 
ing him a continuous and ready 
supply of polyplastilene powder. 
When the car is emptied, a full car 
will immediately replace it. Fur- 
thermore, demurrage charges will 
be waived if the customer buys a 
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certain number of carloads 
year. 

5. Chemcorp’s salesmen do not 
cover the plastic molders ade- 
quately because they are more fa- 
miliar with the company’s line of 
inorganic chemicals. 

Aware of the marketing situation, 
the advertising department would 
outline the following advertising 
platform: 


Target market: Plastic molders who 
are large enough to buy polyplasti- 
lene in carload lots. 

Advertising approach: Explain eco- 
nomic advantages of Chemcorp 
Carload Purchase Plan. 
Advertising objective: Supplement 
spotty sales coverage by establish- 
ing strong communications pro- 
gram with potential carload buyers. 
Force greater sales coverage of key 
prospects by instigating high-grade 
sales leads which salesmen must 
follow up. 

The resulting advertising and 
promotional programs would con- 
tain the following major elements: 
# A heavy direct mail program— 
letters and explanatory brochure— 
to all known prospects. 
= Monthly advertisements in all 
leading plastics trade magazines, to 
reach prospects who don’t receive 
or don't read the direct mail. 
= Flip-chart sales presentation to 
help salesmen explain the complexi- 
ties of the Carload Purchase Plan 
to molders. 


per 


All companies have a 
‘‘reason why’”’ 


# You may complain that in the 
hypothetical example constructed 
above Chemcorp is given a unfque 
marketing advantage to promote— 
whereas your own product has 
neither unique product features nor 
marketing advantages. However, 
there is always some reason or com- 
bination of reasons why the cus- 
tomer buys from any given sup- 
plier. Usually these reasons can be 
intensified through sound advertis- 
ing and promotion. The only “sales 
feature” some companies have to 
offer is friendly and knowledgeable 
salesmen. Effective advertising cam- 
paigns have been built on the help- 
ful individuals in the supplier 
company. 

Advertising is one of the tools of 


52 





When is a 2-yd Loader 
Not a 2-yd Loader? 
i “e ¢ a ; 
| dai aisha Wipe se wae P 
at ae pe Ee ie . 





Fit the bucket re the job 


a, . * f* 
% FT e 
BOTH heodte: end buche! Reve te be tough 





movd abond with AMMG-CRALMERE pone: for a growing worte & 
Studer Tracter & Equipmeat Co Seuthern tas! 
<epavenee aie on eon 
: — 


Yeswenens sub Ph toe 
Kaeo Rent Nese She. feb 





Cate Equipment Compeny too Pewer Equipment © 
F580 gaa 9 So. aah He kate Shey. vee ales teeny a2d bee Stet 6y0. Rare 
pence mate ct Pomed 

ee mare Meas Wighnes MO Giese Seu Ceteraen 


Katee: 


“ 


In many ads, visual 
are poorly handled. 








Other well-meaning, 





TYPICAL FAILINGS 











i 
TWO MARKERS? 
*  Gaderwriter’s Laboratorten Hieelf cautions you sith theve words: “Hf should 
she mated that products Labeted or Listed sre wnt necessarily equivalent ie 
qnedliig or merit 
very Field Birait Control corries chin C1. marker, Bat not every draft 
contesd that entries the ULL. marker is a Pick 
“ der . age that it pays te huoae the difference — 
_ ant page te py the iernnce 








unobtrusive ads present ob- 


vious information in a dull, lackluster manner. 


marketing. It is axiomatic that the 
advertising should be directed to 
the most logical prospects for the 
product, that the advertising copy 
should be written according to the 
customers’ interest in the product, 
that advertising objectives should 
be based upon a realistic analysis 
of the marketing situation, that ad- 
vertising should be assigned tasks 
which it is capable of accomplish- 
ing. 

Frequently, however, the indus- 
trial advertising man is called upon 
to prepare advertising and promo- 


tion campaigns without knowing 
who buys the product, without 
proper knowledge of the product 
itself, with no understanding of the 
customers attitude toward the 
product, without knowing the com- 
pany’s true marketing position and 
intentions. 

Most managements will agree 
that advertising should be _ inte- 
grated with the company’s over-all 
marketing plan. And because the 
advertising department customarily 
reports to the sales or marketing de- 
partment, management may incor- 
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THESE ARE THE CAUSES 


Since industrial marketers can usually succeed without advertis- 
ing, advertising is not expected to accomplish much by man- 
agement. 


This causes a lack of research to learn whether ads are good 
or not. Bad advertising goes undetected. 


Advertising as a technology is not understood by management. 


These three failings result in a manager with insufficient status 
being placed over advertising. This in turn results in poor com- 
munication between marketing and advertising. The ad man- 
ager too often just isn’t told. 


The ads shown here were selected at random to illustrate the 
author's points. Criticism of specific advertisers or their products 
is not meant or intended. Some of these campaigns may have 


Most ads are prepared without adequate 
4 knowledge of customers’ needs or advertis- 


er’s goals. 


rectly assume that its advertising is 
properly planned and directed. 


Advertising and sales need 
intimate contact 

# The problem lies in the relation- 
ship between the advertising de- 
partment and its usual superior, the 
sales or marketing department. 
Consider a common situation. 

The sales manager is a good sales 
executive, but he does not under- 
stand the true functions of adver- 
tising, because he has never had a 
really effective program. He cannot 
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distinguish between strong and 
weak advertising. 

On the other hand, the advertis- 
ing manager is familiar with adver- 
tising technology, but because of 
his status in the company, he is not 
brought into the inner circle of mar- 
keting planning. Nor is he really 
permitted to control advertising 
policy and execution. 

The advertising is prepared via a 
pulling and hauling process among 
the sales, advertising, and engineer- 
ing departments, and the advertis- 
ing agency. The resulting programs 


been successful—but they could have been more so. 


are consequently ineffectual. 

The lack of definite results rein- 
forces the sales manager’s modest 
opinion of the advertising manager 
and advertising per se. However, as 
long as sales volume holds up well, 
he recommends continued advertis- 
ing appropriations because his com- 
petitors are advertising and, after 
all, it does help to promote the 
company name—maybe. 

Feel of the marketplace needed 
« What the advertising man needs 
is an understanding of what is im- 

text continued on page 94 
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Don’t slam FINANCED 
the door on INSURANCE 


When your insurance broker or salesman starts talking “financed insurance’ — 


listen. It could be the answer to your needs for more protection now, and 


more money to invest. Here are the facts. 


by Michael D. Marcus 


Ms fost people duck 
when they hear of a new approach 
to insurance. They're sure there's 
a snapper somewhere, and _ fre- 
quently there is. 

But for you, an executive with 
money to invest as well as to buy 
insurance, the balance between in- 
vestment and insurance calls for 
careful calculation. 

Here’s where financed insurance 
comes in. 

It can mean the combination that 
unlocks the enigma of life insurance 
—how to buy maximum protection 
at minimum cost and with the 
flexibility that sound financial 
planning demands. 


Financed insurance has been the 
target of many harpoons, including 
one in this magazine’s July 1960 
issue [“Watch out for these insur- 
ance gimmicks” ]. 

But the barbs won't stick. The 
benefits to be had from ordinary 
life insurance, acquired on a pre- 
mium loan plan with proper pro- 
gramming—these are too outstand- 
ing to be argued away. 

First, financing one’s insurance pro- 
gram allows purchase of more 
insurance than the average execu- 
tive otherwise could afford; it pro- 
vides his family with maximum 
protection when they need it most. 
Moreover, by borrowing the cost 
of one’s life insurance premiums 
against the cash values of the pol- 
icy—and whether this is done 





Michael Marcus is an investment and 
insurance counselor. For more details, 


see page five. 


a4 


through the issuing insurance com- 
pany or through a bank matters 
little—it is possible to free the in- 
surance premium moneys for in- 
vestments. 


A hedge 


True, investments in equities— 
whether by direct ownership of 
securities or through mutual funds 
—will fluctuate in value, but only 
such investments have a potential 
for gain. In an expanding economy, 
and with continuing inflation, they 
may represent a better investment 
hedge for the future than the cash 
values of life insurance alone. 

Of course, the factor that makes 
this enigma of proper life insurance 
planning so difficult is that none of 
us knows how long our future will 
last. We want to provide our fam- 
ilies with protection in the event it 
is short; we want an estate large 
enough to live on in retirement in 
case it is long. And we have to con- 
sider, too, what the future may hold 
in terms of personal ups and downs 
and in terms of broader changes. 


A typical case 


One solution takes into account 
all these various possibilities. It may 
be best illustrated by the program 
developed for a 42-year-old execu- 
tive who realized that his $40,000 
insurance coverage was inadequate. 
It cost him about $1,000 a year, all 
he could afford and still continue 
an investment program into which 
he put another $1,000 a year. 

His insurance protection con- 
sisted of two $5,000 whole life poli- 
cies issued 23 years before; a $10,- 


000, 20-pay life policy and a $10,- 
000 life-paid-up-at-65, with a 
$10,000 family income rider. Each 
of these had been issued by a high 
cost company—and it is a_ fact, 
though little known, that insurance 
costs vary widely not only among 
different companies but for policies 
of different types and sizes. 

This executive knew he needed 
more insurance protection than this 
$40,000 coverage, but he main- 
tained, “I want stocks as well—for 
my retirement.” 

Today, he has a $100,000 life in- 
surance policy and an investment 
portfolio to which he will add at 
the rate of $2,000 a year (the 
amount he had earmarked for both 
insurance and investment). 


The method 


How was this accomplished? 
First, a $100,000 ordinary life in- 
surance policy was selected, writ- 
ten by a company that offers a 
good, low net cost. The policy was 
taken to a bank, which was not only 
willing to lend him the premium 
against the policy, but will be will- 
ing to keep his loan in force indefin- 
itely. (The premium, incidentally, 
amounted to $2,973 on this policy. 
Note the difference in cost com- 
pared with the $7,230 premium 
cited for a $100,000 policy issued 
at age 40 in this magazine’s earlier 
attack against financed insurance. 
Indeed, insurance costs do vary.) 

With his new $100,000 life insur- 
ance policy in hand, this executive 
canceled his older, more expensive 
policies, receiving some $5,700 in 
accumulated cash values. 
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Of this amount, $4,000 was used 
to purchase high grade corporate 
bonds. 

The other $1,700 was invested in 
selected common stocks—and, to 
forestall curiosity, in this case his 
investment counsel selected General 
Motors and AT&T. 

The first year cash value of his 
policy ($500) and a portion of his 
bonds collateralized his bank loan. 

To this point, then, our execu- 
tive had taken nothing out of his 
ocket; still, he held an estate con- 
sisting of $100,000 in life insurance 
and nearly $6,000 in securities, less 
only his loan of $2,973. 


The future 

In future years, he will apply the 
$2,000 that had been buying him 
inadequate insurance and some 
securities to a growing portfolio. 

Let’s see how he can expect to 
fare—even without considering the 
possible appreciation in the value 
of his investments—considering only 
the amount he has invested, the net 
insurance coverage he has (deduct- 
ing his accumulated loan from the 
$100,000 face value) and the total 
of these, his net estate. 


Investment Net Total 
fund insurance’ estate 
Ist 
year $ 7,700 97,027 104,727 
5th 
year 15,700 86,647 102,347 
10th 
year 25,700 74,705 100,405 
15th 
year 35,700 64,377 100,077 
20th 
year 45,700 56,472 102,172 


Note that the 20th year figures 
still take no account of possible ap- 
preciation in his investments over 
the period. His net insurance, it 
should be noted, too, is increased 
somewhat by payment of his 20th 
year insurance dividend. 

During this period, an increasing 
proportion of his premium loan will 
have been covered by the rising 
cash values of his policy: 


Cash Accumulated 
value loan 
Ist year $ 500 $ 2,973 
5th year 2,800 13,353 
10th year 21,600 25,259 
15th year 32,600 35,623 
20th year 43,500 43,528 
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During this time, too, he can an- 
ticipate dividends from his securi- 
ties that should adequately cover 
his interest expense. Insurance com- 
panies guarantee a maximum inter- 
est rate of 5%; assuming that cost up 
to $10,000 and a rate of 44% in ex- 
cess of $10,000, his interest expense 
is covered by dividends figured at 
a 44% rate of yield, ignoring the 
possible increase in dividends he 
may gain over the next 20 years: 


Dividends 
from Interest 
stock expense 
Ist year $ 346 $ 163 
5th year 706 601 
10th year 1,156 1,137 
15th year 1,606 1,603 
20th year 2,056 2,016 


He has even succeeded in allay- 
ing the specters that so-called tradi- 
tional insurance men raise around 
his financial prospect. 


What if... 


= What if his dividends fail to come 
up to expectations? Realistically, if 
stock earnings fall off in some fu- 
ture period, the chances are that 
interest charges will be cut, too. 

= What if his own income drops so 
that he cannot keep up his pro- 
gram? He simply drops the invest- 
ment portion of the program, until 
he can afford to begin investing 
again. He is still protected by his 
insurance, with the dividends from 
securities he already owns paying 
the interest on his loan—his only 


insurance cost. (One might interject 
a counter-question: What happens 
to a man carrying his own insurance 
when he comes on bad times? He 
must borrow his premium without 
offsetting income to cover his inter- 
est expense.) 

s What if he needs emergency cash 
and can’t tap his insurance cash 
values? He might sell some of his 
securities—those on which he may 
have losses. In a well managed, 
properly diversified portfolio, he 
will have securities that have per- 
formed variously well, and he can 
select for sale those that have not. 

The bogey-raisers are likely to 
complain, too, that this type of pro- 
gram “pays off” only if the individ- 
ual puts into other investments the 
money he saves on his insurance— 
and only if these “pay off.” Assum- 
ing a responsible man with reason- 
ably sound advice, they will. But 
it might be noted that his financed 
insurance “pays off” extremely well, 
too, in the event that he dies—and 
this is one of the most important 
reasons for carrying life insurance. 

Note that our discussion of this 
executive's estate plan takes no ac- 
count of possible tax advantages 
from the use of financed insurance; 
any such benefits—and they may 
well exist, depending on individual 
circumstances—are secondary. 

The tax factors may constitute an 
unexpected benefit, but the sensi- 
ble man will look with greater in- 
terest at financed insurance—it is 
here he may see his future. = 





Is financed insurance for you? 


= It's not for everyone. Basically, there are two kinds of people for 
whom financed insurance makes sense. These are: 

= The young executive who is at the stage of highest risk and 
greatest expectation of earning power. 

= The middle-aged executive who has ample income, but 
whose insurance costs are too high for the coverage they provide, 
and whose investment needs demand all his excess income. 

The young executive anticipates much higher income in the future, 
but now, with his rapidly increasing expenses, he can't afford as 
much ordinary life insurance as he would like. The middle-aged 
executive has probably acquired several policies which are costing 
him more than they should for the coverage they provide. And, he’s 
beginning to think about his retirement future, and would like to take 
better advantage of the expanding economy, and hedge the inflation 
that is reducing the cash value of his insurance. Both of these men 
can legitimately investigate financed insurance through a reputable 
insurance salesman, broker or investment counselor. 

There are risks, to be sure. These can be minimized if both you and 
your advisor know what you are doing. 
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mums Use the “in-basket” 
method to prevent these costly mis- 
takes: 
=» You promote a top salesman to 
sales manager—but sales begin to 
fall. 
# You hire a new executive—then 
find he can’t handle the job. 
» You spend years and _ dollars 
training a junior man—to find he 
can never make the grade. 

What is the “in-basket” system— 
a crystal ball? 

In essence, you merely give a 
man an in-basket full of typical 








The “in-basket” method—an inexpensive crystal ball—spots executive ability. 


It doesn't matter whether you want to hire a new man, promote an old 
one, or train a junior one—this method checks his ability to handle 


the job—before you put him in it. Here are the facts and a detailed case history. 


problems and see how he handles 
them. 

Make the problems similar to 
those actually handled on the job, 
and you test his on-the-job ability 
without committing the job to him. 
If he makes a mistake, it can’t harm 
your business. 

The “in-basket” method will work 
for any job that calls for decision 
making. It can be tailored to fit any 
company—and it’s inexpensive. 

You can adapt it for selection, 
testing, or training. 

Used as a testing device, it can 
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uncover hidden talent in your or- 
ganization. 

Tailored to fit your company, it 
tells you if a man’s work methods are 
compatible with the policies of 
your company. 

Designed for a specific job, it 
gives direct answers on a man’s 
ability to handle it. 

Used as a group training device, 
it helps mine and develop new ex- 
ecutives. 

American Telephone and Tele- 
graph Co., New York, uses an “in- 
basket” program as part of its man- 
agerial training course (among other 
uses). The program was modeled 
after an “in-basket” test developed 
by the Educational Testing Service, 
Princeton, N.J. Here’s how it was 
developed—and how it works. 


Development 


« Several methods were employed 
to construct AT&T’s hypothetical 
job situation. 

Observations were made in the 
company offices. Supervisors were 
interviewed on the nature of their 
jobs, the problems confronting 
them, and the actions they consid- 
ered to be appropriate in respond- 
ing to the various problem situa- 
tions which arise. 

Later, actual case histories of 
problems were incorporated into 
the in-basket material. 

This kind of careful researching 
is important, says AT&T. The closer 
the job simulation comes to ac- 
tual company positions, the better 
the program you can develop. 

After the observations and inter- 
views were completed, AT&T used 
the findings to create a hypothetical 
company and the actual in-basket 
material. 


In-basket material 


# The material was divided into 
three packets: 


Packet one: background material. 
The first packet contains the mate- 
rial that provides the background 
for the problems. It sets up the 
hypothetical company and creates 
the specific situation. It contains: 


1. A 22-page “Management Guide 
for Personnel Administration.” This 
includes the personnel practices of 
the company as well as the written 
policies. 
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2. A 25-page “Union Agreement.” 
This is a complete union agree- 
ment which limits and outlines the 
rights and powers of both manage- 
ment and union. 

3. An organization chart of the 
telephone district to be managed by 
the person in the hypothetical job. 
It helps to show the trainee who 
is responsible to whom—and for 
what. 

4. A map showing the streets, 
boundaries, and certain building lo- 
cations in the district, and one 
showing the complete division. 


Packet two: the problems. The sec- 
ond packet consists of the problem 
items in AT&T's in-basket material. 
The problems come in the form of 
memos, forms, control reports, buck 
slips, personnel records, and con- 
ference minutes. 

In some cases several pieces of 
written material are related to, or 
present various aspects of, the same 
problem. In other cases a single 
document is related to more than 
one problem. 

None of the problems are men- 
tioned specifically or identified with 
any particular documents. Rather, 
the problems emerge in the form 
of complex and seemingly unrelated 
items. 

The problems must be discovered 
by the trainee, before he can take 
actions. 

This, of course, matches an actual 
job situation. 

For instance, chances are no one 
would point out to an executive that 
a subordinate was usurping too 
much authority. He would have to 
infer this from the employee's ac- 
tions. Thus, this kind of problem 
is not presented as: 

Brown is doing too much on his 
own. What are you going to do 
about it? 

Rather the trainee finds a memo 
from Brown that states: “In order 
to save you time, I’ve okayed this 
month’s petty cash outlays. Here’s 
a list of the ones I’ve let through.” 

Well, if the organization chart 
lists this as out of Brown’s territory, 
the trainee should begin to wonder. 

A later memo might concern a 
foreman with a good record who 
wants to be_ transferred from 
Brown’s department. 

These hints should start adding 
up to a problem with Brown. 

In this manner not only do you 
discover how the trainee handles 


Brown's problem, but also his abil- 
ity to see and isolate the problem. 
The greatest solution to a problem 
is worthless if it’s locked within the 
head of a man who doesn’t know 
the problem exists. 


Packet three: the actions. The third 
packet contains the material that 
allows the trainee to act. This action 
can take the form of letters, memos 
to others, or even a memo to him- 
self as a reminder of action to take. 

The packet consists of such items 
as office forms, note paper, letter- 
heads, memo paper, pencils, paper- 
clips, rubber bands, and a calendar. 


Procedure 


=s AT&T presents its in-basket tech- 
nique to managerial trainees in four 
steps: 

Step one: oral briefing. During the 
first session the trainees are given 
a 30-minute oral briefing by an in- 
structor. He explains the mechanics 
of the system and sets up the hypo- 
thetical situation. 

He tells the trainees to pretend 
they have just been appointed to a 
new position. Their predecessor 
died suddenly of a heart attack the 
Wednesday before. They were noti- 
fied of the new appointment on Fri- 
day. Today is Sunday. In three 
hours they must catch a plane for 
a meeting they committed them- 
selves to attend before learning of 
the new appointment. The meeting 
will tie them up both Monday and 
Tuesday. They are working on Sun- 
day afternoon in order to take care 
of anything that might need their 
attention before Wednesday. The 
in-basket material is the material 
left on their desk by the predeces- 
sor’s secretary. As it is Sunday, it 
is impossible to reach anyone by 
phone. 

The situation is clearly artificial. 
There are, for instance, unrealistic 
restrictions placed on time and the 
opportunity to communicate with 
others. But the problems are real, 
obtained by observations of actual 
situations confronting AT&T plant 
superintendents in their jobs. 

The artificial elements only add a 
sense of urgency and stress. The 
more pressure brought upon the 
trainees, the more you can find out 
about their ability to think under 
pressure. 

After the briefing, there is a short 
question and answer period. 

Questions referring to back- 
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ground or aimed at tying down the 
type of responses wanted are an- 
swered vaguely, or turned back to 
the questioner. 

Step two: work period. Each 
trainee is given his in-basket mate- 
rial and assigned a work room. He 
is given three hours to make his de- 
cisions and complete the work. 


Step three: summary sheet. After 
the three hours are up each man is 
told to discontinue work on the ma- 
terial. At this time each is given a 
five-page summary sheet to fill in. 
On this, each man indicates the 


actions he took with respect to each 
item in the in-basket, as well as the 
reasons behind the actions. 

The purpose of the summary 
sheet is to provide an indication as 
to how the trainee organized his 


approach to the task, how he 
planned his actions, and what he 
considered the implications of his 
various actions to be. A one-hour 
time limit is given for completing 
the summary. 

Step four: group discussion. During 
the group discussion period, each 
trainee is given another’s responses 
and asked to rate them. 

As a rating help, an instructor 
lists several alternate responses to 
each item and the group discusses 
them. The instructor continues dis- 
cussion on an item until all reason- 
able alternative actions have been 
covered. In this way the trainee 
has a chance to see the weakness 
or the strength of each different 
alternative. 

This is an important aspect of 
the program, says AT&T. When the 
trainee rates another’s responses, 
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you give him a chance to develop 
his criteria for good management. 
He is also completely relaxed and 
not under tension at this time. Thus, 
the instructor sees another aspect 
of his personality. 


Results 


# In the in-basket training sessions 
at AT&T and other companies, 
some characteristic response pat- 
terns and performance qualities 
have been observed. On the basis 
of this evaluation of the training 
sessions it is possible to isolate some 
of the things the in-basket tech- 
nique can teach you about a man. 


It can aid you to discover if he: 
=» Can bring organization to man- 
agement tasks. 
=» Makes use of established routine. 
= Judges the abilities and motives 
of others. 

# Realizes the impact of his actions 
upon other people. 

=» Denies or leaves out pertinent 
facts. 

# Has unusual imagination or crea- 
tivity. 

= Has special strength in specific 
areas. 


The over-all objective of AT&T's 
training is to illustrate by a prac- 
tice session the factors entering into 
proper planning, organizing, and 
controlling. In short, it is intended 
to bring out the creative as well as 
the mechanical aspects of manage- 
ment. 

AT&T uses the in-basket method 
strictly as a training device. Mr. 
John Cogswell, management train- 
ing administration head at AT&T, 
emphatically states that AT&T 
doesn't use the program for evalua- 
tion or job advancement. But the 
method can be tailored to meet 
evaluation or any other specific 
need. 

Once you have the background 
material that tailors the in-basket 
program to your company, it can 
easily be adapted for use in execu- 
tive: 
= Testing. 
= Training. 
= Recruiting. 
= Hiring. 

The fact is, whether you are in- 
terested in hiring an executive, pro- 
moting one, or training one, you 
can learn a great deal about his 
ability to handle the job by using 
the in-basket method. = 








When a foreman looks at his pay, it’s not only dollars that count. How he is 


paid—and how much status his compensation gives him—may — 


matter more. Here are facts you can use, based on a national survey. 


que There is more in- 
volved in paying your foreman than 
mere dollars. 

Disregard the other factors and 
you will probably have an unhappy 
foreman on your hands. Like any 
other man, a foreman works best 
when he is fairly and properly com- 
pensated. 

Recently one fore said: 

“I'm not really a foreman—I'm a 
glorified worker. If I were port of 
management, like they tell me I am, 
I'd be paid a salary and bonus, like 
they get. But I'm paid by the hour— 
straight time and overtime—just like 
the guys under me.” 

This is a key point: the average 
foreman jealously guards his status. 
Status may mean as much to him as 
money, maybe more. His value to 
his company lies largely in his close- 
ness to the workers. But it is this 
closeness that makes him particu- 


larly protective of his status as part. 


of management. 

Thus, how—and how much—you 
pay your foreman can not only 
motivate him, but can help. estab- 
lish his status. There are many 
things to consider. Among them: 


« How many men he supervises. 

« How much his workers are paid. 

s How much other foremen in your 

location get. 

« How much time he puts in. 
Here's a closer look at each of 

these factors and how they influ- 

ence foreman pay. 


Number of men supervised 


® Does the number of men a fore- 
man supervises affect the amount 
of his pay? 

Answer: yes. 

According to a survey con- 
ducted by the National Foremen’s 
Institute, the “average” foreman in 
this country has 23 workers under 
him. 

However, plant size affects this 
figure. For example, it was found 
that in firms employing more than 
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1,000 workers, the average foreman 
has 34 men working under him. In 
a small firm (fewer than 100 work- 


ers) the average foreman has only © 


14 workers under him. 

The pay scale was found to vary 
in accordance with the number of 
workers supervised. More men, 
more pay; fewer men, less pay. 

Thus, with qualification, you can 
use this as a general ruie-of-thumb: 
if your foreman has more than 23 
men working under him, he de- 
serves more than the average com- 
pensation for foremen. 


How much his workers are paid 


= Does the degree of difference be- 
tween his pay and that of his men 
matter to a foreman? 

Answer: it matters greatly. 

This is a problem that has long 
been recognized by management. 
One foreman summed up the worst 
part of the problem when he said: 

“Half my workers are making 
more than I am! We have a lot of 
overtime around here. The men get 
paid overtime and I don't. That 
time-and-a-half adds up. How are 
these guys going to pay any atten- 
tion to me when they know they 
make more than I do?” 

Many foremen are willing to 
work for less than other foremen 
get—provided they earn substan- 
tially more than their workers. 

For instance, foremen in the 


South and in New — earn 
much less, on an average, than fore- 
men in other parts of the country. 
This doesn’t bother them. Why? 
Because foremen in these areas 
earn considerably more than their 


‘workers. Even a brand new fore- 


man in the South or New England 
earns about one-third more than his 
workers. 

- According to the National Fore- 
men's Institute study, the tynical 
foreman, taking the nation as 2 
whole, earns about one-quarter — 
more than his men. So on this scale, 
foremen in the South and in New 
England are ahead of the game, 
even though paid less than foremen 
in other areas. 


How much other foremen get 


= It is understandable that your 
foremen will resent being paid less 
than other foremen in your own 
area. However, facts indicate that 
a foreman is not usually overly con- 
cerned about how his compensa- 
tion compares with what is being 
paid to foremen in other areas of 
the country. 

For instance, let's take a hypo- 
thetical case based on the facts in 
the foremen’s survey (the dollar 


. amounts are two years old, but the 


degree of difference between the 
figures probably remains about the 
same). 

John Smith is foreman of a small 


DIFFERENCE BETWEEN FOREMAN PAY AND WORKER PAY 


By area 
Region Percent more 
National average 37 % 
South 34% 
New England 33% 
West 26% 
Middle Atlantic 25% 
Midwest 25% 


Plant size 

Number of ¢ 

employees * Percent more 
Over 1,000 29% 
500 to 1,000 28% 
100 to 500 26% 
0-100 28% 
Average 27 Yo 


The status value received by a foreman because of earning more than his 
workers is a key factor in determining foremen's pay. Foremen work for less 
when the percentage of worker-foreman pay differential is high. 
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plant in the South. He receives 
$508 per month—the average for 
that area. 

Al Jones is foreman of a large 
plant in the West. He receives $758 
per month. 

The plants produce the same 
products and each man supervises 
the same type of operation. 

John Smith in the South isn’t un- 
duly bothered by the fact that he 
is making $250 less than Al Jones. 
The reasons: 

1. His cost of living is less. 

2. He works in a smaller plant 
and has fewer men to supervise. 

3. He knows that other foremen 
in his area receive pay that is in line 
with his. 

4. Perhaps most important of all, 
he knows that he is making one- 
third more than his workers, while 
Al Jones is making only one-fourth 
more than his. 

What conclusions can be drawn 
from this? There are two: 

First, if you pay your foreman in 
accordance with thé average for 
your area, you meet one of his key 
requirements. 

Second, a foreman is apt to work 
for less monetary compensation if 
he is given a high degree of status. 


How much time he puts in 


# How to pay a foreman for 
the extra hours he works has long 


been a problem for management. 
Some solutions are indicated by the 
National Foremen’s Institute study. 

Who hasn’t heard about the man- 
ager who says to his foreman: 

“Great job you and the boys did 
last night—working past midnight. 
Wish we could pay you for your 
extra hours—but you're an execu- 
tive, you know.” 

The fact is many foremen frown 
on being paid for overtime—be- 
cause it makes them glorified 
workers. Yet obviously, they still 
want to be—and deserve to be— 
recompensed for their extra time. 

Often when overtime can be pre- 
dicted in advance, there is no prob- 
lem. Management merely figures 
the extra hours and gives the fore- 
man a salary that takes into con- 
sideration these hours. 

Another method that is some- 
times equitable is production in- 
centive. But this can be unfair to 
the foreman who may work nights 
for a week getting broken machin- 
ery repaired only to find that he is 
held up for lack of materials or 
orders. Thus, he is penalized for 
things he can’t control. 


Bonuses 


= Many companies are meeting the 
problem with bonuses. The study 
by the National Foremen’s Insti- 
tute proves it. In this study, 54% of 





HOW COMPANIES PAY BONUSES TO FOREMEN 


Number of workers 


the companies covered said they 
pay their foremen bonuses of one 
kind or another (see box). 

The big problem here is what 
kind of bonus and how much a 
foreman should receive. 

The survey reported that among 
companies that pay their foremen 
bonuses, the amount averages about 
10% of annual salary, or more than a 
month’s pay. However, once again 
there are area variations. 

In the Midwest, for instance, the 
bonus was reported to be an aver- 
age of 10.8%; in New England the 
figure was 3% lower. 


Degree of automation 


= Does the degree of automation 
affect the foreman’s pay? 

Answer: little if at all. 

Of the 1,418 plants the survey 
covered, 118 said that the plant 
or part of it had been automated 
within the past five years. 

But the figures in the study indi- 
cate that with the advent of auto- 
mation, foremen’s pay remains 
stable. Where pay raises are 
granted, they are usually due to 
other factors, the study shows. 

Automation does tend to give 
foremen fewer men to supervise. 
Few, however, lose their positions, 
according to the study. Almost all 
the foremen covered by the study 


who did lose their jobs as a result | 


of automation were described as 
having been given other jobs with 
the same company. 

Not surprisingly, | companies 
found that, with the advent of auto- 
mation, their foremen needed in- 
creased technical training. 

The study indicates that if you 





Average up to 100 100-500 500-1000 Over 1000 . 3 
Total with bonuses : automate, you will be paying your 

54.4% 56.7% 58.4% 49.0% 39.4% foreman the same amount for super- 
Profit sharing ante. 25.7% 27.5% 25.2% 16.5% vising fewer men. However, he will 
Annual or Christmas 27.2% 30.3% 29.7% 21.0% 18.2% learn valuable technical informa- J, 
Length of service 5.4% 6.8% 6.3% 3.8% 1.2% in cg will not cost you a raise 
Outstanding performance 4.9% 6.2% 5.1% 3.8% 3.5% = 
meninee cman 4.9% 5.5% 5.3% 4.8% 1.8% Summary ) 
Production efficiency 4.8% 4.9% 5.6% 3.3% 2.9 Vo H as ae" 

; 7 : z ® « How—an ow much—to pay 
Plant efficiency passin 3.6 % 5.1% 2.9 Vo 3.5% your foreman? The facts show that ‘ 
Department efficiency » B. A 3.6 a be % Sus % 2.9% these are key determining factors: ] 
Cost of living 3.0% 1.6% 2.7 %o 4.8% 4.1% = How many men he supervises. 
Quality 2.3% 2.6% 2.5% 2.9% 2.4% = How much his workers are paid. 
Duaiiium 2.1% 2.6% 1.8% 1.9% 2.9% = How much other foremen in your 
Monthly shipments Le. 238° Oe 1.4% 0.6% py dbsaccand hs shies ths aks ts , 
h hy Z a h time he puts in. 

Sales 1.6 > 3.3 ig 1.1% 1.0% 1.8% # And above all, how much he 
Attendance 1.1% 2.6% 0.8% 0.5% — wants to be considered a part of 
Other 1.1% 1.0% 1.0% 2.4%. 0.6% management. s 
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Part two of a four-part series: 


Fiow to sell 
with the written word 





Even small improvements in written sales material can produce big 


sales results. Experience proved it. It's worth taking time to test the strength 


of your company's sales literature. Use these 10 guides 


to evaluate and improve letters, ads, and other sales messages. 


by Michel Lipman 


Gus Words — spoken 
and written—are at the heart of all 
sales effort. 

But words are expensive. 
# Spoken words delivered. by a 
salesman are the most expensive. 
# Written words—in letters, ads, 
sales literature—cost less. Yet some- 
times these written words can be 
made more powerful than the 
spoken words delivered in person 
by a salesman. 

How can you _ evaluate the 
strength of a written sales message? 





Michel Lipman is a communication 
expert who specializes in teaching 
techniques of clearer writing. 
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Experience shows that a well 
written sales message generally re- 
flects all 10 of these key rules: 

1. Know what motivates your 
buyer. 

2. Organize your message to at- 
tract interest. 

3. Tell your reader what you are 
going to talk about. 

4. Stir his wants and desires. 

5. Press home each point. 

6. Urge him to act. 

7. Use short words, short sen- 
tences and active verbs. 

8. Be friendly. 

9. Don’t “talk down” to the 
reader. 

10. Use simple words that don't 
frighten the reader. 

Here’s an illustrative example 


that shows how these rules work 
to build an effective sales letter. 


Motivation 


# To sell, you must know what the 
buyer wants, and why he wants it. 

This isn’t always as easy as it 
sounds. 

Let’s assume a manufacturer runs 
a survey and finds that 50 out 
of 100 housewives want an auto- 
matic dishwasher. 

“Fine,” says the manufacturer. 
“Here’s a big, waiting market.” 

He prepares mailing pieces and 
brochures for a dealer distribution, 
planning to tie in with his national 
advertising campaign. 

In his sales letter he tells how 
sturdily his dishwasher is made, 
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First and foremost 
in its field, Visi-Shelf 
is the only concept 
of filing, conceived 
and engineered 
specifically for the 
express purpose of 
shelf filing. 
Developed to meet 
the constant prob- 
Jem of overcrowded 
files, the crowded 
filing areas and 
Visi-Shelf filin 
system has solved 
these problems by 
making it possible 
to file “more than 
twice as many 
records in the same 
floor space” 


3 Series — 2 Widths (30” & 36”) — 
4 Heights = 96 Filing 
Combinations 





Exclusive VS features include: 
Finger Tip Compressors 


© Positive locking 
© Free movement 


© Fully adjustable 


Light weight patented Drop Doors 

Face mounted Reference Shelves 
Visi-Shelf File, Inc. 
105 Chambers Street 
New York 7, N. Y. 


Please send catalog and complete details 





Dept. D 











of the Visi-Shelf Filing System. 

NAME 

COMPANY 

ADDRESS 

CITY. ZONE........ STATE 

















(Circle number 153 for more information) 
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how it uses less current, how it per- 
forms better with less soap. Dollar 
for dollar, he demonstrates, he has 
the best buy on the market. Which 
we'll assume is absolutely true. 

But despite the washer’s fine 
quality, sales are disappointingly 
slow. 

Why? Because housewives don’t 
really buy dishwashing machines. 
They buy the end product. They 
buy convenience. They buy time. 
They buy freedom from soapy, 
greasy sinks. 

Sometimes they buy even more: 
the prestige that goes with a new 
and relatively expensive item. Peo- 
ple are constantly seeking status as 
a number of researchers have 
pointed out. All of us have a strong 
drive for personal recognition. We 
want to be admired, respected, 
liked and envied. Sometimes we try 
to win this result through the sym- 
bols of success. For example, a 
housewife may well gain a new 
sense of importance from owner- 
ship of a new dishwasher. She is 
able to impress her less fortunate 
friends and neighbors. She may also 
see it—and show it—as a token of 
her husband’s love and affection— 
and this again adds to her sense of 
well-being and satisfaction. 


Building a letter 


= Your letter or sales literature will 
not suggest these desires too 
bluntly. You'll certainly point up 
the economy, the timesaving, the 
sturdy construction of your unit. 
But these sales points don’t do all 
of the selling. 

They give the customer an osten- 
sible reason to buy. These—at least 
with women buyers—are the surface 
reasons: the “alibi” for the purchase. 
The real reasons go deeper. And 
these must be subtly touched on to 
trigger the customer’s action. 


evetenS 


‘o. 


Attract interest 


a First we'll decide how we'll at- 
tract attention and curiosity. We'll 
ask ourselves, “What's the greatest 


boon this machine can give a busy 
housewife?” Time? All right; let’s 
try to dramatize this fact. And 
while doing this, we'll suggest a bit 
of glamor—like entertaining friends: 
Wouldn't you like to save a full 
month of working days each 
year? An extra month you can use 
for entertaining guests? For rec- 
reation? For family fun? Or for 
just loafing, if you're in the 
mood? 





Stir reader’s desire 


= Weve made a strong statement, 
Now we have to explain it, and en- 
large on the benefits we've sug- 
gested. According to our letter- 
writing principles, we should “in- 
dex” the letter, by telling what 
we're writing about: 

It’s amazing, but you can save 
a month a year away from the 
drudgery of dishwashing—when 
you have a Pacific National Auto- 
matic Dishwasher. Why spend 
half an hour a day, 184 hours a 
year, bending over the sink? Just 
push a button. Presto! Your pret- 
tiest, most delicate dishes are 
washed with fastidious care. And 
youll be delighted at the way 
your silver takes on a new spar- 
kle, your china shines with new 
luster and color! 

In this paragraph we've tactfully 
suggested that the reader already 
lives graciously and has achieved a 
degree of status. So we'll try now 
to move her toward the next higher 
level: 

Youll find Pacific National 
Dishwashers in America’s finest, 
most expensive homes. But no 
one has to be wealthy to afford 
even the luxury models. You'll 
enjoy cheerful, always-ready 
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“maid service” every day of the 

year. And with the new Pacific 

National Dealers Financing Plan 

you win your freedom from the 

dishpan for only pennies a day. 

We've shown here that a pleas- 
urable end-result needn't be costly. 
We've stirred wants and desires. 
We've stressed the joys of owner- 
ship. 


Press conviction 
s Now we should give the potential 
customer some technical informa- 
tion. She needs facts and figures to 
support her wishes. We don't want 
to clutter up the mood of our letter. 
So we enclose an illustrated folder, 
which contains the data. And we 
continue trying to press conviction: 
Read the enclosed circular that 
shows how attractively a Pacific 
National can fit your kitchen 
plan. Notice how sturdily it’s 
built. Check its soap-and-water 
savings against old-fashioned 
hand method costs. And notice 
how simple it is to operate. Your 
children will clamor now for a 
chance to “do the dishes.” 





Stimulate action 


# Now we must stimulate action. 
We want our prospect to see, touch, 
feel and operate one of our ma- 
chines. This means getting her to 
the showroom. So we offer a re- 
ward: to be rid of dishwashing 
from tomorrow night on: 

It’s so easy to own a Pacific 
National. In fact, you could be 
rid of hand dishwashing from 
tomorrow night on—if you act 
today! All you need do is visit 
your Pacific National dealer. 
Look at the gleaming, kitchen- 
designed models he has on dis- 
play. Try one out for quietness, 
safety, ease of operation, eff- 
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... prevent fading! 
... Stop glare! 


... cut air conditioning costs! 


“aoe 


FREE BOOKLET 
TELLS HOW! 


Does the sun make problems for your business? Does it fade 
drapes, carpeting and furnishings? . . . cause annoying glare for 
employees and clients . . . raise air conditioning costs? If these sun 
problems bother you, send for the free booklet that tells how easily 
Sun-X Glass Tinting can solve them! 


New Du Pont Product tints existing windows 


Sun-X, a new product of Du Pont, is flowed on existing windows, 
to give the advantages of factory-tinted glass at a fraction of the cost. 
And look what it does! 


Shuts out up to 95% of the sun’s rays that cause fading of 
carpeting, drapes and furniture. 


Eliminates up to 69% of the sun’s heat rays, to make offices 
more comfortable. Saves up to 30% on monthly air con- 
ditioning costs! 

Stops up to 94% of the sun’s rays that cause glare! 


Our full-color folder gives you more facts—send today for 
your copy! No obligation, of course. 


Ss SUN-X GLASS TINTING 


Manufactured by Du Pont : AMERICAN GLASS TINTING CORP. 


Qi P. 0. Box 6565 «¢ Houston 5, Texas 


Please send free colored folder on solving sun problems 


Add 


Dept. EA111 











INTERNATIONAL wees 
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This tape is 

the difference 
between simple 
addition and 
automation 


This is the Friden Add-Punch®, Model ACPT. Like a standard adding 
machine, it produces a conventional printed tape. But unlike a standard 
adding machine, it also records complete or selected data in a punched 
paper tape. Because it does, automated record keeping can be started at 
the adding machine level — at the source. 


With the Add-Punch and the punched paper tape it produces, any size 
company can get the full benefits of automation. The large firm will save 
by using the tape for automatic conversion to punched cards (no key 
punching or verifying is necessary), or for direct input to computers. 
The small firm without processing equipment can call upon a service 
bureau to process the tape and to prepare the desired reports at low cost. 


The Add-Punch can handle an exceptionally wide variety of accounting 
‘and statistical jobs— everything from the entry of basic information at 
its source to the general ledger. 


Your Friden Systems Man will be glad to explain how the ACPT can 
save you money. Call him. Or write: Friden, Inc., San Leandro, Calif. 


THIS IS PRACTIMATION: automation so hand-in-hand with 
practicality there can be no other word for it. 


f* | 
Sales, Service and Instruction Throughout the World [] ‘wal 
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ciency with even the dirtiest of 

dishes. Then place your order. ff 

there aren't too many other cuss 
tomers ahead of you, you'll be 
proud owner within 24 hours, 

Tomorrow night you'll only have 

to load your dinner dishes inte 

your Pacific National and pres 
the button. And then you can 
walk into the living room to join 
the family fun! Heavy demand 
for Pacific Nationals may soon 

cause temporary shortages—so dd 

visit your dealer today! 

Before releasing this letter, we 
check it to see if it meets our 
standards. Does it attract attention 
in the first line? Does it index the 
contents? Does it stir the reader’ 
wants? Does it press conviction? 
Does it stimulate to action? Yes, it 
seems well organized on each point. 


Short words, active verbs 
= Now what about the writing me- 
chanics? Have we used short, speci- 
fic words, so there are fewer than 
150 syllables per 100 words? A sam- 
ple count here yields 140. Are sen- 
tences relatively short? Our sample 
shows 11 sentences per 100 words, 
which is good. And nowhere have 
we used the passive voice; our story 
is told in strong, active language. 
The tone is pleasant, friendly and 
personal. A letter along these lines, 
used with a well illustrated folder 
and mailed to a well selected mail- 
ing list, should produce a good ratio 
of customer inquiries. 


Be friendly 
a A successful letter writer works 
pretty much the same as a success 
ful speaker. He tries to catch thé 
interest of his audience. He tries to 
put them at ease with a pleasant 
anecdote, an amusing story, or @ 
challenging remark. The speaker= 
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9 WAYS THE MOORE MAN CAN GIVE YOU A HAND 


1. COST Time and labor spent in preparing records often 
Cause needless expense. The Moore man can help you 
eliminate re-writing’that’s costly, forms that get only half 
the facts, late billing methods that delay incoming cash. 
You will also gain in 2. Control, 3. System, 4. Speed, 5. 
Simplification. Build control with Moore Business Forms. 


An extra ‘employee’ working for you—Which forms should 
you have? The Moore man isn't Jimited—he can furnish 
any forms construction. He knows systems and short cuts 
that avoid work duplication. He’s backed by Moore’s re- 
search teams who are at work designing forms to cut 
costs. Moore’s plants are located near you for fast service. 


MOORE BUSINESS FORMS 





Moore Business Forms, inc. « Niagara Falls, N. Y. + Park Ridge, tll. « Denton, Tex. « Emeryville, Calif. Over 300 offices and factories in North America. 














Here's the place 
to house those 
active records ! 


ROL: DEX record 
housing provides the , 
needed features: pe-sony 


SPEED—Quick access—all records are 
immediately available—records roll to 
the clerk (seated, of course)—no 
waiting for hidden, motor-driven trays 
to come into place. And random ref- 
erence is no problem. 


EFFICIENCY—Rol*Dex can easily be 
organized into work centers that may 
include machines and all tools need- 
ed for an automated system. Provides 
better control, too. 


ECONOMY—Great capacity that can be 
handied by fewer personnel because expansion plans. 
of speed of reference. Floor space is 
also saved in most cases and super- 


vision is easier. ? 


— ee ee ee ee ee ee ee 


Rol-Dex Division | waTSON MANUFACTURING COMPANY, INC. 


find out about all the ad- 
vantages of Rol-Dex equip- 
ment. It’s built to fit your 
system, your form size, your 
volume, your space, your 





| Rol-Dex Division, Dept. M-9 Jamestown, New York ; 

j] C] Please send literature. j 

C) Have consultant call me for appointment..............:cccccccesesesesenenees i 

(phone) i 
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and the writer—knows that if peo-) 
ple don’t like you, they’re not going 
to like what you say. 

Is there real danger of not being 7 
liked? There certainly is! Some- 
times a writer must produce under 
protest. He doesn’t want to write 
this confounded letter; he’s stuck 
with a difficult and tedious job. And | 
just as sure as typewriters, his re- 
sentment will “show through.” This 
might be subtle, but the reader will 
catch it—and want no part of him 
or his product. 

Don’t write when you're feeling 
antagonistic, either. First, get your- 
self into a friendly, easy, comfort- 
able mood. Are you at peace with 
the world, on good terms with your 
wife, your boss, your fellow work- 
ers? Are you feeling optimistic and 
outgoing, confident and sure of 
yourself? If you can answer “yes” 
with reasonable truthfulness, you're 
ready to start writing. 

As Louis J. Halle, Jr., has pointed 
out, “If you truly mean to persuade 
aman, you must have his good will. 
Your approach must be disarming 
so that he does not assume an atti- 
tude of defense. You must not seem 
to be opposing your conviction to 
his, challenging him to a contest in 
which his pride is at stake. On the 
contrary, you must be friendly and 
show respect for the quality of his 
mind, avoiding any implication of 
superiority on your part. To show 
off your own wit is merely to dis- 
credit your wisdom.” 





Don’t ‘‘talk down’”’ 

« Another failing that can arouse 
resentment is a tendency to “talk 
down” to readers. “You may al- 
ready be aware of some of these 
points,” a man might write—sug- 
gesting that the reader is an ig- | 
noramus who couldn't possibly be 
aware of them all. Or, “As you 


know.” Or, “We want to help you 
help yourself.” Or, “You have no rT 
doubt bought a new . . . at some 
time in the last 10 years.” Or, “Peo- u 
ple of different ages tend to see this 
differently.” S 





This type of wording will only 
serve to make your reader angry. 





Use simple words 

= Readers don’t like words they 
can’t understand easily. They'll 
frown over “unequivocal,” “extrane- 
ous,” “equilibrium,” “aggregation.” 
That means your message isn’t be- 
ing delivered clearly and effectively; 
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In nature and in the new Forecast Series by Mills the combination of simple elements creates 
unlimited design possibilities. Forecast frees the designer to develop a unique movable wall 


system for every client. Write for details. THE NEW FORECAST SERIES BY MILLS 


Mills Company - 948 Wayside Road + Cleveland 10, Ohio 























THESE WASTE BASKETS TELL THEIR OWN STORY 


Look around. Do your waste baskets show the normal 
accumulation of a busy, efficient work day or the story 
of wasted time, wasted effort, wasted supplies? Music 
by Muzak can help make the difference in your office. 
Don’t mistake Muzak® with ordinary background 
music. Scientific studies show how Music by Muzak 
diminishes employee boredom, boosts office morale, 
cuts the hidden payroll costs that can eat at company 
profits. Muzak Corporation, unlike its imitators, has 
the vast resources and accumulated skill to provide 


*‘Muzak provides the pleasant, 
relaxed atmosphere that increases 
employee efficiency. Our production 
figures prove it,” reports Mr. Gary 
Rosenau, President of Cinderella 
Frocks, Rosenau Brothers, Incorpo- 
rated, Philadelphia, Penna. 





music scientifically programmed to the requirements of 
office and factory subscribers. It is psychologically 
designed to fill in the valleys of office or shop routine, 
help prevent daydreaming, ease raw nerves and reduce 
the inevitable tension of every-day work tasks. 


The results are impressive. Your staff becomes more 
energetic, more ‘efficient, less prone to error and time- 
wasting. What Music by Muzak is and how it can 
profitably work for your company are detailed in the 
booklet, ‘““Music and Muzak.” Write for your free copy. 





Muzak Corporation » 229 Park Avenue South + New York 3, N. Y. an International Subsidiary of Wrather Corporation 
(Circle number 133 for more information) 
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your reader, bumping his intellect 
on a hard word, will like you just a 
little bit less. So make sure he 
knows what you're talking about. 
Edit your copy to replace all hard, 
long words with short, easily under- 
stood ones. 


Summary 

« All successful sales letters do 
follow a certain formula; they at- 
tract interest, arouse curiosity. They 
explain their purpose. They stir 
and touch on wants and then they 
prove that the product will satisfy 
those wants. And finally, successful 
sales letters urge the reader to act. 

There’s a lot of room within that 
pattern for every kind of sales ap- 
peal, argument, selling point, moti- 
vation. A bad writer might follow 
it, yet his appeal would fail because 
his language would turn out harsh, 
unfriendly, pompous, or unintelli- 
gible. 

A good writer would use the 
same formula, yet bring something 
to it. For one thing, he'll bring 
clear, friendly, outgoing language. 
Hell bring brightness and life— 
and perhaps a touch of humor. Im- 
portant, too, is an exhaustive knowl- 
edge of his subject. And an under- 
standing of the basic motivations 
that make people buy. 

As a final check be sure to: 

« Keep in mind that what sells is 
not what the product is, but what 
it will do for the buyer. 

= Realize there are times when a 
short, snappy letter does the job. 
And there are other times when 
you just can’t tell your story in less 
than several pages. 

« Build a pleasing image in the 
mind of the reader. 

= Be careful not to overstate or ex- 
aggerate. For if the reader sees just 
one flaw in the structure, he'll dis- 
believe the whole story—and the 
entire effort will be wasted. 

# Make a final check on the writ- 
ing mechanics. Remember short 
specific words, active verbs, and 
short sentences make your letters 
easy to read. The use of short para- 
graphs, occasional underlining and 
capital letters not only helps the 
reader to read, but gives your letter 
eye appeal. 

Sincerity, clarity, imagery—and a 
shrewd understanding of male and 
female nature—are very important 
ingredients in the making of an ef- 
fective sales message. = 
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DON'T GET TRAPPED» 




















5 AIT: Many areas talk only about their 
" state taxes applicable to industry. 


TRA # But what about local taxes? 


AVOID THIS TRAP! In selecting a plant location, get the total 
tax story. We’ll gladly furnish complete information on both state 
and local taxes applicable to industry in WESTern PENNsylvania. 


Send coupon to 


WEST PENN 
WESTern POWER 





























pb \ Nsylvania an operating unit of ALLEGHENY POWER SYSTEM 
: MM1-1a | 
| WEST PENN POWER | 
| ye: aban pt Department Phone: Fehnysed te | 
| sreensburg, Pa. area code 412) | 
Yes, I’d like details about WESTern PENNsylvania’s favorable tax I 
climate—state and local—for industry. 
Name Title | 
Company | 
; Address Telephone 
l City__ Zone__State | 
inti inna sh i cies eae ras J 
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“Lazy money”... money tied up by laggardly billing ... ups your costs, cuts 
your profit, dulls the competitive edge of your product. 

Eliminate it. Get and keep your billing up to date with the Ozafax 120. Order- 
invoicing by Ozalid, fastest known way to process your orders, frequently 
reduces the time cycle between shipping and billing from 8 days to 2! 
Faster, error-proof Ozafax billing saved one company $15,000 yearly... 
another $17,000. What can it save you? 


Make your money work harder for you. The coupon brings facts on this com- 


pact, multi-purpose table copier. Mail it today. OZALI .D° 


Division of General Aniline & Film Corporation, Jonnson City, New York 
REMEMBER, FOR PEAK EFFICIENCY, ALL OZAFAX COPIERS WORK BEST WITH OZAFAX SENSITIZED MATERIALS 
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OZAFAX 120® 

Lowest priced one-step whiteprinter on 
market. Reproduces any translucent material 
up to 11” wide. Fits easily into your 

present order-invoicing system. 


Mr. James A. Travis, Mgr., Marketing 
Ozalid, Dept.134, Johnson City, New York 


More information please, on how the Ozafax 120 can 
increase my liquid assets. 


Name 
Firm 


Address 


BUSINESS MANAGEMENT 





4 
| 
| 
| 
I 
I 
! 
I 
I 
| 
I 
I 

A 


MENT 





KA 
Nn 


The 





by Harry J. Johnson, M.D. 


executive asks the doctor 


Q How bad is executive health now? Are we all killing our- 


selves off younger? 

A. Executives will not be a lost 
species in another generation; they 
are not liquidating themselves pre- 
maturely. They are an average 


healthy group. 
They do not have a corner on 
strokes, 


coronary heart disease, 
ulcers. These diseases 
are found among ex- 
ecutives in about the 
same proportion as in 
the general popula- 
tion. 

So far as life expec- 

tancy goes, the exec- 
utive does quite well. 
Experience of life in- 
surance companies has 
shown that executives 
are good risks with a 
good life expectancy. 
Q. Are executives sus- 
ceptible to special dis- 
eases? 
A. No, there are no special diseases 
peculiar to the management clan. 
The job does not predispose to ill- 
ness; there is no special health 
hazard in being the boss. Relax 
and enjoy it! 

But if you are of average health, 
don’t become reassured or flattered 
by this. You should be as much 
ashamed of being of average 
health as you would of being of 
average ability or average intelli- 
gence. 

Your health should be superior— 
because you have the wherewithal 
to make it so. 

The health of the executive today 





depends upon the condition of his 
body at birth, minus the use and 
abuse to which it has been exposed 
since then. To a large degree, 
health at middle-age reflects the 
individual’s routine of living, espe- 
cially his habits of sleep, exercise, 
work, food and con- 
trol over his emotions. 


Q. What disease do 
you find most fre- 
quently among exec- 
utives? 


A. The number one 
health hazard of the 
executive is  over- 
weight, often accom- 
panied by coronary 
heart disease and high 
blood pressure. 

In our analysis of 
health examinations 
we found 15% of execu- 
tives to be exces- 
sively overweight, 8.1% to have high 
blood pressure and 7.6% to have or- 
ganic heart disease. Frequently all 
three are found together. 

By eliminating overweight, the 
others tend to be minimized. 

The cure for overweight is as ob- 
vious as the cause—restriction of 
food intake. The safest, surest and 
soundest way to a permanent cure 
of overweight is not a diet, but a 
permanent change in eating habits. 
Unfortunately, the wide popularity 
of fad diets, slenderizing gimmicks 
and pills has obscured the obvious. 

A diet implies a temporary rou- 
tine with the hope that some day 





ALL YOU NEED TO KNOW 


ABOUT RECORD STORAGE 
IN 2 FREE BOOKLETS 


Send for your FREE “Manual of 
Record Storage Practice” telling you how 
long to retain or destroy business records. 
It outlines an easy-to-do storage plan 
for inactive records. 

With the Manual we will send our New 
Catalog on Record Storage Filing Equip- 
ment. Learn the facts thatevery business- 
man should know about record storage. 

Clip ad to your letterhead and mail to: 


“ERS 
Z. 2, BANKERS BOX CO., Dept. MM-9 
: : Record Specialists Since 1918 
“tonsC” 2607 N. 25th Ave., Franklin Park, tll 
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OF THE WORLD’S GREAT SALES, 
MANAGEMENT AND MOTIVATION 
EXPERTS ON LP RECORDINGS! 


FIFTEEN different, 12-inch, LP records offering 
you top-notch sales training... executive quid- 
ance...and the keys to personal success and 
self-development. 

HEAR THE MESSAGES OF THESE AUTHORS: 
Napoleon Hill —_Bill Hayes Peter J. Steincrohn, M.D. 
Earl Nightingale Millard Bennett Mona Ling 
Ben Sweetiand Paul J. Meyer Hugh Bell, CLU. 

Eimer Wheeler Donn Mason J. Martin Kohe 

Alex Osborn — Elmer Leterman Charles Roth 

Write today for FREE illustrated catalog of 
all SMI releases, volume discount prices and 
our money-back guarantee! 


SESE SEEEE EEE SEE TEESE EEEESEEES SESE TES EEE EC CTO 


SUCCESS MOTIVATION INSTITUTE, INC. 


BOX 7614 MM-9-1 WACO, TEXAS 
Please send your FREE catalog at no obligation. 
NAME_ Raikes Rta 
ADERMb ae 
Oe ae 


STATE ce, 
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AMERICAN HELPS YOU CLEAN UP YOUR PAPERWORK, T00 


Bills! Insurance Policies! Labor Contracts! Etc.! 
Whether you contract for maintenance service or 
hire your own staff, there’s always paperwork and 
red tape involved. Except when you contract with 
ABM. We insure and bond all personnel, buy all 
supplies, take care of all forms and payrolls— 
everything. And the thousand and one details of 
ABM’s maintenance service are covered by one 
bill, paid by one check, once a month. 


Cleaning up paperwork is just one reason that 
ABM (the Giant Janitor) has become the world’s 
largest building maintenance service. We com- 
bine the old-fashioned virtues—economy, de- 
pendability, thoroughness—with the most mod- 
ern equipment. We would be glad to give you an 
estimate—with no obligation on your part, only 
ours. Write: 335 Fell Street, San Francisco 2, 
Calif. Or consult your local telephone directory. 


AMERICAN BUILDING MAINTENANCE COMPANY 


SERVING MORE THAN 70 CITIES THROUGHOUT THE UNITED STATES AND CANADA—WITH LOCAL LABOR AND LOCAL MANAGEMENT 
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the old unrestricted indulgences 
can be resumed. There is no such 
possibility. 

To be permanent weight loss 
must be gradual. A loss of a pound 
a week is a good average. This can 
moderate 
changes in eating routine. There is 
no justification for crash diets or 
elimination diets. Beware of fad 
diets that promise a pound a day 
loss. Rapid loss is usually accom- 
panied by a loss of stamina and a 
sacrifice of a sense of well-being. 
This is usually followed by a rapid 
regain of weight. 

Before starting a change in eat- 

ing habits determine whether or not 
you are really serious about it. It 
will not be easy, but rewards are 
great. Youll be taking a big step 
toward more vigorous health and 
longer life. 
Q. Do executives tend to worry ex- 
cessively about cancer, heart dis- 
ease and other health problems? 
A. Most executives are moderately 
apprehensive about their health. 
Because there has been so much 
popular airing of the symptoms of 
coronary heart disease and cancer, 
it is not surprising that the occa- 
sional presence of symptoms causes 
the executive undue concern. 

The annual health examination 
will properly evaluate these symp- 
toms and signs. 

Of all the multiple and varied 
symptoms about which the execu- 
tive is concerned, number one posi- 
tion goes to fatigue. This is seldom 
caused by organic disease. 

Many executives have let their 
physical stamina drop so low that 
even their sedentary jobs tires them 
abnormally. 

Another factor that contributes to 
fatigue is boredom. For many, the 
job has become almost routine, the 
challenge is no longer there, the 
excitement and anticipation of pro- 
motion is a thing of the past. 

A quick suggestion to overcome 
the fatigue epidemic: more exercise 
and a new and exciting interest. = 





Dr. Harry J. Johnson is medical 
director of Life Extension Examiners. 
Founded in 1914, the organization 
conducts health examination pro- 
grams for executives in companies 
throughout the U. S. and Canada. 
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“Cotton toweling supplied to the Kansas Centennial Exposition and Frontier Town, Wichita, Kansas, 
by Wichita Towel & Linen Service, Keep Klean System. 





Everything’ S up-to- date 
in Frontier Town— 
cotton toweling included! 


The “Old West” lives again in Frontier Town—the colorful amusement cen-’ 
ter which keynotes the Kansas Centennial Exposition in Wichita. In addition 
to this authentic replica of a pioneer village, the 220-acre exposition area 
includes a ““Modern Midway’—where the newest and finest products from 
the “Heart of America” are on display. Estimated attendance for the sea- 
son: more than 1,500,000! 

To accommodate such vast crowds, every detail was designed for maxi- 
mum efficiency. Washrooms in the air-cooled buildings, for example, were 
equipped with Fairfax continuous cotton toweling. Well-known for consist- 
ently top quality, it maintains excellent housekeeping standards, reduces 
fire and plumbing hazards—and completely eliminates a tremendous waste- 
disposal problem! 

Cotton tow eling can add these advantages—and more—to your operation. 

Why not look into it today? For free booklet, write 
Fairfax, Dept. R-9, 111 W. 40th St., New York 18. 


Here’s How Linen Supply Works... 


You buy nothing! Your linen supply dealer furnishes 
everything at low service cost—cabinets, pickup and 
delivery, automatic supply of freshly laundered towels 
and uniforms. Quantities can be increased or de- 
creased on short notice. Just look up LINEN SUPPLY 
or TOWEL SUPPLY in your classified telephone book. 





CLEAN COTTON TOWELS...SURE SIGN OF GOOD MANAGEMENT 


Fairlax Towels ¢ 


WELLINGTON SEARS COMPANY, 111 W. 40th STREET, NEW YORK 18, N.Y. — 
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INSTRUCTIONS. i. \ . > ; o t 


PLEASE RETURN SECURITIES AND ALL PAPERS NOT NECESSARY FOR YOUR FILES 
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Established in 1803, Canal National Bank is 
one of the oldest names in American banking. 





: % : 
William D. Ireland, Jr. 


Executive Vice President of co} 
Canal National Bank. 
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NCR PAPER saves us its entire cost every year. As 
— CANAL NATIONAL BANK, PORTLAND, MAINE pa 
sol 
“We have used NCR Paper (No Car- without having to insert and remove It’s the cost-in-use rather than the pur 


bon Required) for a number of years 
to provide our Regular Checking Ac- 
count customers with duplicate deposit 
slips. 

“Due to the fine results we have had, 
our use of NCR Paper has been ex- 
panded to other forms, These range 
from three-part Mortgage Notices to 


carbon paper. In addition, the intan- 
gible value of customer goodwill has 
been increased since we began using 
NCR Paper forms. 

“Our cost figures reveal that the addi- 
tional price paid for NCR Paper is re- 
paid every year by the time saved in 
preparing and handling NCR Paper 





chase price that determines the true co. 
of your multiple-copy forms. Invest i 
NCR Paper forms and get dividend 
through time saved and increased re 
ord-keeping efficiency for your business 


forms.” 


Mien: § Furlel ff 


Executive Vice President 


ASK YOUR LOCAL PRINTER OR FORMS SUPPLIER ABOUT NCR PAPER 


five and six-part Trust Department 
tickets. 

“NCR Paper is faster and cleaner 
than carbon paper. Originals and cop- 
ies are picked up as complete units, 





Another Money-Saving Product of 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES © 77 YEARS OF HELPING BUSINESS SAVE MONEY 
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Manager asks expert 


by Dr. Robert N. McMurry 


SHOULD BE DONE 
Question: Is it dangerous to let a 
company romance go too far? I’m 
not sure we have a problem but 
one of our key executives is having 
an affair with one of our secretaries. 
It apparently has been going on for 
some time and, despite the fact that 
there have been no indiscretions on 
the job, everyone seems to know 
about it. He is 43 and married; she 
is 28 and divorced. 

I'm inclined to consider this their 
own private affair, especially since 
no one else in the company seems 
concerned or upset about it. 

On the other hand, as president 
of our company, I feel that perhaps 
I should take some action, or at 
least have a talk with one or both 
of them. 

What is the experience in other 
companies when this kind of thing 
develops? 


Answer: As president of the com- 
pany you have sound business rea- 
sons for being concerned about this 
affair. An intramural love match 
almost always interferes with the 
efficient operation of the business. 

Temptation is so close by that 
the executive can’t keep his mind 
on his work, likewise the secretary. 
The water-cooler crowd is sure to 
spend an inordinate amount of time 
gossiping and snickering over the 
latest reports on the hot and heavy 
romance. And last, but not least, 
the prestige and authority of the 
executive is undermined by his hav- 
ing such a telling human foible. 

It’s all well and good to talk about 
keeping one’s nose out of other 
people’s business, but this affair is 
more than a private matter. I'd sug- 
gest that you call in the executive 
for a little discussion. 
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UT COMPANY ROMANCES? 


Explain that, as his employer, you 
are really not interested in his love 
life but you are interested in the 
efficiency of the business, and at 
the moment the two don't jibe. 
Then offer him his choice of the 
following alternatives: 

1. Stopping the monkey business. 

2. Finding, with your help, an 
equally good job for the secretary 
somewhere else. 

3. Tendering his own resignation. 

An executive should be free to 
chase girls if he wants to—but never 
in his own company. 


HOW CAN I SNAP PEOPLE OUT 
OF SUMMER DOLDRUMS? 


Question: How do you get an or- 
ganization back in harness after the 
relaxed “vacation attitude” of the 
summer? 

I don’t resent the fact that our 
organization slows down a little in 
the summer. But I feel that come 
September, everyone ought to get 
his shoulder to the wheel again. Yet 
I know from past experience that 
the inertia lingers on, and we'll be 





GOT A PERSONNEL 
PROBLEM? 


Send it for treatment (your 
anonymity preserved, of 
course) to: 


Manager asks expert, 
c/o Business Management 
22 W. Putnam Ave., 
Greenwich, Conn. 














This lassie 
never got home 





before 
PENDAFLEX™ 


I was working like a dog until all 
hours. The old-fashioned filing system 
in our office had me bone tired, 
panting for a break. 

Then we switched to Pendaflex 
hanging, sliding file folders. What a 
difference! Pendaflex folders slide on 
smooth metal rails . . . give finger-tip 
control of all files. No more pulling 
and hauling to open a file space. And 
exclusive Pendaflex “‘keyboard”’ 
selection means fast—and accurate 
—filing! Speed, ease and efficiency 
. . . Oxford Pendaflex has them all. 

This lassie comes home on time 
now; no unfinished filing to hound 
me. Pendaflex is a file clerk’s best 
friend. Why don’t you get all the 
facts—plus a FREE File Analysis 
Sheet and complete Oxford Catalog. 
The coupon is below. 

Oxford Filing Supply Co., Inc. 
Garden City, New York 
In Toronto: Luckett Distributors, Ltd. 


FIRST NAME 
ot a 


Oxford 





OXFORD FILING SUPPLY CO., INC. 
4-9 Clinton Road, Garden City, N. Y. 


Please send full information on 
Pendaflex “filing machines” plus free 
**File Analysis Sheet”’ and 60-page Oxford 
Catalog of Filing Systems and Supplies. 
NAME. 
FIRM 
STREET 


CITY ZONE 
Name of your Oxford Dealer 











STATE, 
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The Boss Meets Plastisol F-100 





New Columbia Plastic Coated Copy Film 


OU’LL be enthusiastic, too, hole « Packaged in new patented 

once you’ve seen new Plasti- Carbnpad—100 sheets to the pad 
so! F-100 copy film out- « Easier to use, easier 
wear and outperform . to store—in every desk 
even the finest carbon drawer « Try it! 


papers! FREE DEMONSTRATION— 
Plastisol F-100 outwears Write either Columbia 
carbon tissue by 3 to 5 Ribbon & Carbon Mfg. 
times + Re-inks immedi- Co., Inc., 112 Herb Hill 
ately » Produces perma- Road, Glen Cove, N. Y. 
nent, smudge-free copy or Columbia Ribbon & 
with complete uniform- Carbon Pacific, Inc., 
ity « Doesn’t dog-ear, Duarte, Calif. No obliga- 
tree, curl, wrinkle or pin tion, of course. 


PLASIISON. F100 
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well into the fall before everyone 
is on his toes again. 

Short of planting a firecracker 
under everyone, what can be done 
to get them going again? 

Answer: There is an old saying that 
if you want to get something done 
give it to a busy man to do. Ordi 
narily this suggests that the individ: 
ual to whom the job is assign 
already has a lot on the docket buf 
he'll squeeze the new task in somes 


where because he is so used ; 










operating under pressure that @ 
little more pressure will scarcely be 
noticed. 

The key to your problem is té 
apply this old adage with “reverse 
english.” Your people simply arent 
busy enough to be counted on to 
get anything done. 

In keeping with Parkinson’s Law 
(see the delightful and sagacioug 
book of the same title by C. North 
cote Parkinson, Houghton Mifflin, 
Boston, Mass., 1957), they are ak 
ready allowing what little they 
have to do to more than fill up 
every available minute of thei 
time. In fact, unless you step if 
with drastic action to reverse th 
trend, they'll surely soon be asking 
for additional subordinates to help 
accomplish even less! 

You must outwit them. Give them 
more—much more—to do. Pile on 
the tasks, the projects, the special 
assignments—each with its own just 
slightly impossible deadline. Be 
fore you know it they'll get up such 
a head of steam that they'll even 
have a little time to spare for an 
emergency job or two—and you 
organization will be back to normal. 

How do I know this system 
works? I use it on myself. I just got 
back from my vacation yesterday, 
and I’ve now set up so many new 
projects for myself that it will be 
Christmas before I catch up. = 






















About 
the 
author 
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Dr. Robert N. McMurry is a manage 
ment consultant and psychologist with 
25 years of experience in solving bust 
ness problems concerning people. Hi 
new book, McMurry’s Managemen 
Clinic (Simon and Schuster, 1960, 
$4.95), contains solutions to scores Gj 
common “people problems.” 
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SHERATON 


IN NEW YORK 








THE SHERATON-PALACE 
Rates: Single at $9.85, $11.50, $13.50, $15.00, 


! 
THE PARK-SHERATON 
Rates: Single at $9.90, $12.00, $13.50, $14.50. 





NOTIC 


all room requests will be confirmed on a rate basis. 


SHERATO 
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NOW SHERATON CONFIRMS 
THE RATE AS WELL AS THE 
ROOM ON ALL RESERVATIONS 


Sheraton Hotels announce another major innovation in guest service: confirmed rates 
on all reservations. Now you know in advance the price of your accommodations, and 


First to offer travelers the convenience of immediate reservations via electronic 
RESERVATRON, Sheraton leads the industry again in serving you better. 


Typical Sheraton Confirmed Rates for Single Room: Chicago, Sheraton-Chicago — $9., $11., 
$13.50, $15. New York, Sheraton-Atlantic — $9.50, $11.50, $12.50, $14. Pittsburgh, Penn- 
Sheraton — $6.50, $7.50, $9.85, $12.50. St. Louis, Sheraton-Jefferson — $7.50, $8.25, $9.75, 
$11. Toronto, King Edward-Sheraton — $6.50, $7.50, $8.50, $10.50. 


60 Hotels in 42 cities coast to coast in U. S. A., Hawaii, 
Canada, and now overseas in Tel Aviv, /srael. 


— 


RENT EAE 
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the proudest name in 


For Reservations by 
the new 4-Second 
Reservatron 


or 

Direct-Line Teletype 
call your nearest 
Sheraton Hotel 
EAST 
NEW YORK 

Park-Sheraton 
Ambassador) 






Motor Inn 


Ten Eyck 
ROCHESTER 
*Sheraton Hotel 


AL 
*Sheraton Hotel 
SYRA 


Sheraton-Syracuse Inn 
BINGHAMTON, N. Y. 
*Sheraton Motor Inn 


MIDWEST 


CHICAGO 
Sheraton-Blackstone 
Sheraton-Chicago 

DETROIT : 
Sheraton-Cadillac 

Cu 


*Sheraton-Cleveland 
CINCINNATI 
*Sheraton-Gibson 
ST. Louis 
Sheraton-Jefferson 


MA CITY 
*Sheraton-Oklahoma 


OMAHA 
*Sheraton-Fontenelle 
AKRON 

*Sheraton Hotel 
INDIANAPOLIS 
*Sheraton-Lincoin 
FRENCH LICK, ind. 
*French Lick-Sheratoo 
RAPID CITY, S. D. 
*Sheraton-Johnson 
SIOUX CITY, lowa 
*Sheraton-Martin 
*Sheraton-Warrior 
OUX FALLS, S. 0. 
*Sheraton-Carpenter 
Fay oe gen 


CEDAR RAPIDS, 
*Sheraton-Montrose 


SOUTH 


LOUISVILLE 
“Sheraton Hotel 
*The Watterson 


” 





DALLAS 
*Sheraton-Dallas 
TON 


HOUS j 
Sheraton-Lincoin 
(Opens Spring 1962) 

NEW ORLEANS 


Sheraton-Charles 
MOBILE, Alabama 
*Sheraton-Battle House 
WEST 
SAN FRANCISCO 

Sheraton- Palace 
LOS ANGELES 

Sheraton-West 

ASADENA 
*Huntington-Sheraton 

RTLAND, Oregon 
*Sheraton-Portiand Hote? 
HAWAII 
HONOLULU 
*Royal Hawaiian 
*Princess Kaiulant 

Moana 
*SurfRider 


CANADA 


MONTREAL 
*Sheraton-Mt. Royal 
*The Laurentien 

To 


*King Edward Sheraton 
NIAGARA FALLS, Ont. 
HAMILTON, Ont. 
*Sheraton-Connaught 
OVERSEAS 

tSRAEL 


TEL AVIV 
Sheraton-Tel Aviv 
“Free Parking 
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ri Me 


L. R. Boling 
President 


Dorr-Oliver, Inc. 
Stamford, Conn. 


The Designers 


Rodgers Associates 
New York 





The president's reception office is furnished with straight-line furniture 
which gives it an uncluttered appearance. The modern swirl design 
mural tends to relieve the somewhat severe look of the room. 


Sophisticated offices 
in a suburban setting 





Dorr-Oliver’s offices are located on spacious 
acreage in suburban Stamford, Conn. Yet they still retain all the 
modern aspects of a Manhattan skyscraper. 

However, when President Boling pulls back the curtains from 
his full wall-length window he does not find himself hemmed in 
by concrete. The building is situated on a well wooded hill over- 
looking the city. 

Still his office is modern in every aspect. It includes facilities 
for meetings and conferences as well as a comfortable entertain- 
ing area. The modern lines of his office furniture are functional 
as well as aesthetic. 

The interior designers have worked to capture the feeling of 
outdoors. Through the ample use of skylights, windows, modern 
designs, and simple furniture styles, the offices do reflect a feeling 
for the space and light outside the building. 
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The conference room reflects a special 
feeling of space. Pictures of com- 
pany founders are hung on far wall. 


The president's office is large, well lighted, and modern in design and function. The table in the background is ample 
section at the far right can be used for entertaining. 


al 


for small conferences. The ‘‘living room 
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See for yourselh IC copies are sharper, clearer... letter-perfect. 


Cleaner-looking copies that are never blurred, fuzzy or dark! Because IC Instant 
Copy Paper is the one copy paper that’s specially made to get the best results from 
your Thermo-fax Machine! They'll last longer, too, give you copies that won't become 
brittle or darken-out with age, or even abnormal heat. 


r—————=—w=- Attach this coupon to your Company letterhead and send to: ————— 


INTERCHEMICAL Corporation e¢ Copying Products Division 


i 
elf 
to yours 420 East 7th Street e Cincinnati 1, Ohio 
| 
| 
| 


inute 
in a one mi 
demonstration Hr 
advantages on 
Instant Copy Paper \) Company 


imply mail 
offers. SImMP | Address 
this coupon today- 


Prove 


Name 





(-] Please send further information [-] We would like a demonstration 
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Better ways 
to run a business 


Here's a way to 


REDUCE TELEPHONE TRAFFIC 
WITH MODERN INTERCOM 

Joseph T. Ryerson & Son, Inc., 
Chicago, has recently installed a 
new intercom system that reduces 
telephone traffic. 

The system provides hands free, 
two-way communication between 
any of 200 stations throughout the 
office. Conventional intercom, in 
order to provide such flexibility, 
would require miles of cable, and 
call units the size of an office desk. 

In contrast, Ryerson’s call units, 
developed by Scan-Am Co., Mc- 
Henry, Ill., are slightly smaller than 
a telephone. The system utilizes a 
central automatic switchboard. Each 
call station is wired to the switch- 
board instead of to the other units. 

This feature also permits each 
station to call any of the 200 other 
stations. 

Push-button dialing makes selec- 
tion fast and efficient. 

Since its installation, it has sig- 
nificantly reduced the number of 
internal telephone calls. Many lines 
no longer tied up with internal traf- 
fic are left free for incoming cus- 





A secretary uses the newly installed 
push-button dial feature of Ryerson’s 
modern intercom system. 
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tomer calls. Call stations located at 
strategic points throughout the of- 
fice provide an immediate means of 
securing information necessary for 
filling customer orders. 


Here's a way to 


WIN OVER WORKERS 
TO QUALITY CONTROL 

You can get your workers to 
really get behind a quality control 
system. 

The Greater New York Box Co., 
Clifton, N.J., felt that the only way 
to make quality control work was 
to win over its workers. The 
newsletter Information reports that 
the box company used these five 
steps to get workers behind the 
plan: 

1. Regular plant personnel were 
quickly trained to run the control 
operations without outside help. 

2. All workers became actively 
involved in the program. 

8. They were given tools to 
measure their own performance, 
and were subjected to minimum in- 
spection by others. 

4. Proper orientation dispelled 
the workers’ fears that quality con- 
trol meant job loss, speedup, or re- 
duced incentive pay. 

5. The workers were shown how 
quality control boosts productivity 
and therefore wages. 

Soon after the installation, the 
program achieved a net savings 
amounting to an annual rate of 
$100,000. 


Here's a way to 

CUT COSTS, BUILD SERVICE 

WITH PUBLIC WAREHOUSES 
You can cut costs and decrease 

service problems by taking advan- 

tage of public warehouses. Here's 















































BESELER 


VU-GRAPH 
ss 

Crommuniedlion 
The Beseler Vu-Graph, a new and radi- 
cally different visual tool for business 
meetings and sales training programs. 
Operated from the front of a fully lighted 
room the Vu-Graph is an “electric black- 
board.” Facing the audience at all times, 
the user projects what he writes, as he 
writes it! Or previously prepared trans- 


parencies are projected, in brilliant 
colors, as large as 11’ x 11’. 


At a sales meeting the key features 
of a new product appear on the screen 
the instant the sales manager makes his 
points. At a conference or board meeting 
figures and charts are projected, for all 
to see, without an instant’s loss of time. 
At a sales training session a complex 
business technique, or a piece of 
machinery, is visually explained a simple 
step at a time. 


Almost without effort the Vu-Graph 
becomes the user’s “right hand of com- 
munication.” To learn about the specific 
benefits of Vu-Graph overhead projectors, 
and the new visual presentation tech- 
niques they permit, use coupon below. 


CHARLES BESELER COMPANY 
220 So. 18th St., East Orange, N. J. 


(1) Send complete info on Beseler Vu-Graph 
and overhead projection techniques. 

(D0 Have a Beseler A-V Consultant contact 
me for ‘‘no obligation’? demonstration. 


Company 
Address. 

City. 
Attention of: 














The Right Wand, 
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HOW TO PUT NEW LIFE INTO THE OLD BUSINES 


HIRE THE BRRAINS FROM REMINGTON RAND (@) (@) t] 
fc 
ATK 

















MISS OH SIR, IT'S JUST THAT | DO SO MUCH 
TWANGLEY, RUNNING AROUND CHECKING FACTS. 
YOU LOOK 
HALF-DEAD. 

WHAT'S LET'S CALL IN 
WRONG ? THE BRRAINS FROM 
REMINGTON RAND. 


























WITH THIS FLAT TABLE SURFACE, NO MORE | 
THE OPERATOR CAN CHECK RUNNING AROUND 
RECORDS, POST, AND MAKE ENTRIES, FOR YOU, 
WITHOUT MOVING A STEP. MISS TWANGLEY, 




















If you're in business to help your employees get plenty 
of exercise, you don’t need a Remington Rand Electro- 
Kardex system. But if you’re interested in increasing 
production 30% or more, cutting your high clerical costs 
to a new low, and saving on the high cost of your office 
space, you'll do well to learn more about the dramatic 
new Electro-Kardex. 

The best way to start is to send for the full-color 
booklet on the wonders of the Remington Rand Electro- 
Kardex visible record systems. You'll be glad you did. 
(It’s free, of course.) 














AND ELECTRO-KARDEX, | 
LIKE MANUAL | 
KARDEX, HAS COLORED | 
SIGNALS TO SHOW 
EVERYTHING AT 


WITH ELECTRO-KARDEX, 
MORE THAN 4,000 RECORDS 
ARE HELD IN ONE UNIT, 
EACH AVAILABLE AT THE 
TOUCH OF THIS MOTOR BAR. 












A GLANCE. 


















































P 
LATER MISS TWANGLEY, on sin, "mM | 8 * 
YOU LOOK HALF-DEAD. | | JUST NOT 
WHAT'S WRONG ? GETTING 
ENOUGH 
EXERCISE... 
































Remington. Fand Systems| 





ee 2 eee See eee 


Division of Sperry Rand Corporation 

Room 760, 122 East 42nd St., New York 17, N.Y. 

| think I’m a candidate for Electro-Kardex. Please send mé 
your booklet KD-890 on Electro-Kardex systems. 
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one company that started using 
them to cut freight costs—and 
found some added advantages. 

The Englander Co., Chicago, 
manufacturers of sleep products, 
decided to use public warehouses 
because of potential freight savings. 
Management reasoned that ship- 
ping whole carloads of merchan- 
dise to public warehouses would be 
less expensive than sending smaller 
shipments directly from plant to 
customer. 

Experience has shown that be- 
sides realizing the contemplated 
freight savings, the company has 
also received these extra benefits: 

Service to customers has improved. 
Merchandise is on hand and cus- 
tomers don’t have to wait for it to 
be shipped from the factory. Eng- 
lander’s sales peaks occur in spring 
and fall, but costs don’t permit idle 
factories part of the time and over- 
time production at other times. Nor 
can labor forces be drastically cut 
and increased at will. Accumulation 
of stock in the public warehouses, 
pending the peak sales period, has 
enabled Englander to maintain 


even production levels and a stable 
manpower force in its plants. 


Here's a way to 


PEP UP SALES BY 
OVERCROWDING OFFICES 

Here’s a sales building idea that 
many companies could use. 

West Penn Power Co. decided to 
prod its salesmen by overcrowding 
their offices with products. 

West Penn arranged for 47 Hot- 
point griddles and fryers to be de- 
livered directly to the offices of its 
sales supervisors with orders to 
store until sold. 

West Penn’s commercial men, 
crowded in their offices by the 
piled-up products, immediately 
took up the challenge, and within 
hours the equipment started to 
move out of the offices and into 
kitchens. 

Putting the equipment into the 
offices kept both interest high and 
offices crowded until the equipment 
was sold. 

The results: 41 out of the 47 


pieces of electrical equipment were 
sold within a 60-day period, add- 
ing 308 cooking kilowatts to the 
utility’s lines. 

Bonus: the customer contacts 
made on this promotion led to the 
sale of other commercial cooking 
devices, all of which meant more 
load for the company. 


Here's a way to 


ALLEVIATE THE PROBLEM 
OF SMALL ORDERS 

Most managements believe that 
the good will and other advantages 
of accepting small orders offset the 
disadvantages of filling them. 
Nevertheless, it is recognized that 
the expense of filling a small order 
is usually high in relation to its 
value because the sales, bookkeep- 
ing, and processing costs are rela- 
tively fixed, no matter how large 
or small the order. 

The National Industrial Confer- 
ence Board suggests alleviating the 
small order problem by: 

1. Short-cutting processing routine. 
Companies report that significant 
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SY 


“PACKAGED” FILING 


UNIQUE PORTABILITY 
... documents are in handy boxes. 
NEW FLEXIBILITY 
... simpler to change and expand. 
DOLLAR SAVINGS 
...in equipment cost, clerical time. 


— 














UNIT SPACEFINDER’%, an exclusive, revo- 


lutionary filing system, provides unequalled 
flexibility with unprecedented speed. 


ae 





The unique hanging box, combined with 
a sturdy, free-standing frame, is the secret 
of the system’s success. 


UNIT BOXES hang on 
cross-rails, package docu- 
ments for fast transfer or 
work at desk. 


Boxes, which slide back and forth on rails 
and can be carried anywhere, “‘package’”’ 
documents for most efficient finding and fil- 
ing ever known! *Pats. Pending. 


TWELVE PAGE BROCHURE 
will show you money- 
saving secrets of Unit 
Spacefinder and Space- 
finder Filing System. | 


rTrAE 


rPrRopwecTtrs co. 





CREATE SPACE where 
you need it simply by slid- 
ing boxes of documents 
along rails. 





HOME OFFICE: 995 MARKET ST. 


SAN FRANCISCO 3, CALIFORNIA 
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cost savings are achieve 
tain stages of the orde 
routine are simplified o1 
bypassed for small orde 


2. Using a price differ 
Price schedules can be 
achieve one or more of 
ing objectives: improve 
ability of small orders, 
customers from buyin 
quantities, or provide 
centives to increase the 
chases. 


3. Educating customer: 
effort by the sales for 
vince more customers 0 
and economical advant: 
ing in larger quantiti 
down the number of s: 


Here's a way to 


EXPEDITE BILLING \ 
A PORTABLE OFFICE 

Here’s a company th: 
its billing effectiveness 
fice on wheels. 

Personnel at the Tir 
Bearing Co., Canton, 
verted a Metro Mite 
into a traveling office. | 
for billing and checking 
shipments at the shippi 

The truck carries : 
crew which bills and | 
shipments. The stocke 
checks material agait 
voices as a lift truck o 
two helpers load the f 

The system allows tl 
to load freight cars fro1 
adjacent to a railroad tr 

Steel sleeves have b 
to the floor of the par 
hold an office desk. A 
and desk lamp provid 
lighting for evening w 
the summer daylight ho: 
door can be opened fc 
ventilation. It has a gas 
for cold weather ope 
truck is also equipped | 
way radio for commun: 
the main office. 

The truck serves a tv 
pose. Besides its use as 
fice, supervisory person: 
direct and coordinate t! 
of the widespread m: 
dling department. 

Timken reports that t 
increased billing and h: 
ciency. The traveling « 
nates the need for buil 
rary Office structures at 
ing point. 


BUSINESS 





» achieved when ce 
he order processiy 
plified or completel 
nall orders. 


-e differential scal 
s can be designed § 
more of the follo 
improve the profit 
1 orders, discouragi 
n buying in smal 
provide positive in 
‘ease the size of pur 


ustomers. An all-ov 
sales force to con 
tomers of the logica 
| advantages of buy 
quantities can cu 
ber of small orders 


° 


LING WITH 
OFFICE 

pany that increase¢ 
tiveness with an of 


the Timken Rolle 
tanton, Ohio, con 
o Mite panel truc 
x office. They use i 
checking freight c: 
1e shipping sites. 
carries a four-mai 
Is and loads freigh 
» stocker physically 
al against his in 
truck operator and 
ad the freight car 
allows the compan 
cars from any poin 
ilroad track. 

have been welded 
the panel truck ta 
desk. A dome light 

provide adequate 
ning work. During} 
‘light hours, the rear? 
»ened for light and} 
as a gasoline heater} 
ner operation. The} 
uipped with a two-/ 
‘ommunication with 


rves a two-fold pur- 

s use as a billing of-} 
’ personnel use it to [ 
dinate the activities? 
read material han-f 
nt. 


ts that the truck hasf 
g and handling effi- 
iveling office elimi- 
for building tempo- 
‘tures at each load- 
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» MAIL THIS CARD TODAY 
FOR FREE BOOKLET ON 


STENOCORD 
MODERN OFFICE 
DICTATING 

; MACHINES 


VIA AIR MAIL 


BUSINESS REPLY MAIL 


No postage stamp necessary if mailed in the United States 


Postage will be paid by 


STENOCORD DICTATION SYSTEMS 


37-20 48th Avenue 


Long Island City 1, New York 





jenpiaipuy 


ssouppy 


SAUNIHOVW ONILVLOIG LAOAV 


MONXM (TNOHS NOA LVHM 


‘Ja/3yoog JNOA {o 


do9 sas4 AwT ayy pues 


Have You Read This New 


FREE Booklet? 


WHAT YOU SHOULD 
KNOW ABOUT 
DICTATING MACHINES 


If you have ever considered dictating ma- 
chines—or if you are using them now—here 
is a booklet that will give you some infor- 
mation that can be very valuable to you. 
It reveals for the first time new develop- 
ments in dictating machines—and many 
facts helpful to anybody concerned with 
any type of dictating. 
Mail this Postage-Paid Card TODAY 


stenoCord vm sis 





/f you are ¢ 


Here a 


An increasing numb 
dictating equipment 
“test them all’ polic 
new machines. That 
new developments h 
difference in efficienc 
the top-selling lines. 
where all leading ma 
our records show that 
have selected the mc 
| Stenocords! There a 
| reasons for this sensa 


ocord. These include: 


Send for 


FREE 


Copy of 
this 


Booklet 
a 


i 


LARGEST SELLING MA 
DICTATING MACHIN 
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u are considering huying dictating equipment, you should know that 








8 out of 10 


companies who test 
all dictating machines 
now select 











re are some of the reasons why: 


g number of large users of 
uipment have adopted the 
ll’? policy before purchasing 
s. That is good sense because 
ments have ‘made a decided 
efficiency and cost between 
g lines. During the past year, 
ding makes have been tested, 
how that more than 8 out of 10 
i the modern, magnetic belt 
There are many strong basic 
1is sensational swing to Sten- 
include: 


cc a penaerwen 
id for 


LEE 
py of 
his 
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LING MAGNET BELT 
MACHINE IN THE WORLD 








1 New Instant Review and “live scanning” which produce error-free dictation. 
Dictator can review instantly a word, phrase, sentence or even whole para- 
graph—and correct it with pin-point accuracy. No need to explain mis- 
takes to secretary because on Stenocord ‘“‘Magnetic Belt’’ there are no 
mistakes to explain. Encourages relaxed dictating. Makes possible 
speediest transcription. 


2 New Simplified One-Button Control. Simplest, most versatile dictating ma- 
chine control in the world! Just one button on the patented microphone 
automatically controls starting, stopping and unlimited measured re- 
view for changes. This makes for the easiest, most relaxed dictating 
possible. 


3 Costs About ¥/2 of Comparable Machines. Stenocord machines offer more dic- 
tating efficiency, more features that provide greater ease of dictating, 
more built-in quality than any dictating machines on the market—and 
still are priced at nearly one-half less than comparable quality machines! 
Model 400-D, for instance, the standard office unit, is only $229.50. 


4 Approved and used by leading companies and government agencies from coast 
to coast. Stenocord has been thoroughly tested, approved and adopted 
by many of the largest users of dictating equipment in the country. Com- 
plete lists of such installations are available. 


5 Available on low-cost lease, too. For as little as 20¢ per day per unit. 


stenoCord—> DICTATION SYSTEMS 


37-20 48th Avenue, Long Island City 1, New York 





How To Get Things Done 
Better and Faster 


SRR aARES 
2 re oes RET TC 





BOARDMASTER VISUAL CONTROL 


Gives Graphic Picture—Saves Time, Saves 
Money, Prevents Errors 


Simple to operate—Type or Write on 
Cards, Snap in Grooves 
Ideal for Production, Traffic, Inventory 


Scheduling, Sales, Etc. 
Made of Metal. Compact and Attractive. 
Over 500,000 in Use 


Full price $4950 with cards 


24-PAGE BOOKLET NO. M-200 
Without Obligation 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


YANCEYVILLE, NORTH CAROLINA 
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Earn this high rate 
of dividend and get 
one of these valu- 
able free gifts 
Rate . .. from this mod- 
ern 53 year old 
Association. Save 
by Mail... and we 
will handle all 
details for you. 
—_,, 










MONEY In BY 
THE 1Sth EARNS 
FROM THE Ist! 


——mmmme. POLAROID CAMERA KIT 

Free with $3,000 Account 

G.E. CLOCK RADIO 
+e Free with $1,000 Account 

G.E. ALARM CLOCK 

Free when opening account 

for $100 or more. 








we} 


53 YEARS -*1908-1961 


ron Ay Wal ici-w -— 1°} 


r+ 2 poles’ wale), | 


1656 W. Chicago Avenue « Chicago, Ili. 
ASSETS OVER $22.000,000.00 
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Da-Lite 
Socony Mobil Headquarters Train- 
ing Center, 


Screens are used in the 


New York, which in- 
cludes every device needed for the 
latest audio-visual presentation tech- 
niques. Four 7’ x 7’ Da-Lite Jr. Elec- 
trols are flush mounted in confer- 
ence room ceilings and several Da- 
Lite portable screens are available. 











The electrically operated screens 
are ready for viewing in seconds at 
the touch of a button. Socony Mobil 
Oil Company is just one of the many 
blue-chip who choose 
Da-Lite screens for their important 
audio-visual communications _ pro- 
grams. Write for data on audio- 
visual projection and name of near- 
est franchised dealer. 


companies 


Since 1909 


DA-LITE SCREEN COQO., 


INC. 


Warsaw, Indiana 
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New products 


FOR THE MANAGER AND HIS STAFF 


PAPERWORK 





Low price and portability 
are featured in new copiers 


Photek, Inc., Providence, offers 
a new economy photocopier that 
sells for $99.50. 

Photek claims that its new Ex- 
pediter 10 provides all the features 
of higher-priced photocopiers. It 
gives speed, convenient operation, 
clean handling, and perfect, perma- 
nent copies, according to the manu- 
facturer. 

It can be easily moved about as 
it weighs only 13 pounds. 


For more information on Expe- 
diter 10, circle number 251 on the 
Reader Service Card. 





New Expediter 10 has push-button 
control, and an economy price. 


Portable copier is 
designed for travel 


Anken Chemical & Film Corp., 
Newton, N.J., offers the first photo- 
copier truly designed to travel. The 
Attaché weighs only 12 pounds and 
is enclosed in a handsome leather 
attaché case. It can be picked up 
and carried anywhere. The perfect 
product for conferences, sales calls 
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Anken‘s Attaché photocopier is de- 
signed for travel, carries a one-year 
warranty. 


and sales meetings, the manufac- 
turer suggests. It sells for $149.50. 

For more information on_ this 
portable copy machine, circle num- 
ber 248 on the Reader Service 
Card. 
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New typewriter has no type 
bars or movable carriage 


An electric typewriter without 
type bars or movable carriage was 
recently introduced by IBM. 

The IBM Selectric types by 
means of a single sphere-shaped 
element that bears all the type 
characters. The element can be eas- 
ily and quickly replaced with an- 
other; in all, six different type faces 
are available. 

As the typist types on the conven- 
tional keyboard, the sphere-shaped 
element moves on its carrier across 
the paper. The left to right motion 





The new IBM typewriter’s single ele- 
ment does away with the need for 
type bars and a movable carriage. 
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Did you know... \ 
THIS EXCLUSIVE schedule-A-Date \ 


Calendar with Future Dates on each 
left-hand page for days, weeks and | 
months for a whole year in advance, is 

available only from Keith Clark or Defiance. | 


Complete line of Desk Calendars with bases 
in attractive decorator colors. 


Order from your Stationery Supplier or write for 
FREE Catalog and name of nearest dealer. 






Keith Clark & Defiance 
Calendars 
Manufactured by — 





KEITH CLARK, Inc. 


1451 Broadway 
New York 36, N. Y. 


Phone: LAckawanna 4-4895, ss 
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of the sphere eliminates the need 
for a movable carriage. 

A selective stroke storage system 
helps to increase speed and accu- 
racy. If two characters are struck 
nearly simultaneously, only the first 
is typed. The system automatically 
stores the other for a split second, 
then types it immediately. Under 
the conventional system, type bars 
occasionally jam. 

A new kind of ribbon cartridge 
mounted behind the typing element 
permits the typist to change ribbons 
faster and easier than was pre- 
viously possible. 

The Selectric retail prices begin 
at $395. 

For more information on the new 
Selectric, circle number 246 on the 
Reader Service Card. 


DICTATION EQUIPMENT 





New portable dictation unit 
runs on flashlight batteries 

The Electric Typewriter Division 
of IBM adds a new portable unit 





New portable dictation unit and case 
weighs only 6% pounds. 


to its line of Executary dictation 
equipment. 

Five flashlight batteries power 
the transistors of this 64% pound unit. 
Recording is done on a magnetic 
belt identical with that used in 
IBM’s office size Executary dicta- 
tion equipment. 

The unit is priced at $385; carry- 


ing cases are available at additional 
cost. 

For more information on_ the 
portable unit, circle number 249 on 
the Reader Service Card. 


COMMUNICATION 





Public address system 
is completely portable 


Perma-Power Co., Chicago, offers 
a battery operated public address 
system that is contained in a single 
case. 

It is particularly convenient for 
meetings held away from company 
headquarters, and for sales demon- 
strations in stores or offices, the 
manufacturer states. 

It sells for $124.50 complete ex- 
cept for batteries. It carries a one- 
year warranty. 

For further information on the 
public address system, circle num- 
ber 237 on the Reader Service 
Card. 




















euld you believe it? This table folds! 




















Introducing the first folding table to combine slim 
leg styling with dependable structural rigidity — the 
new HOWE “500”. 


Office space can be costly. Multi-purpose rooms 
help keep costs down. Such rooms can now be fur- 
nished with a folding table that combines contem- 
_ porary, slim leg styling with “solid as a rock” 
rigidity—the new HOWE “500”. Consider these 
design features: 


i Unique construction eliminates visible leg braces. 


2. A 3” deep, flat black, baked enamel “apron” runs 
the table’s full length and across the ends. 


3. Handsome Formica top and edge create an air of 
quiet elegance. 

4. Legs are finished in a choice of satin chrome or 
flat black, baked enamel. 

Good looking, the new HOWE “500” is also che 

turally sound. Legs are 1%” square, welded steel ‘ 

tubing. Each leg has its own lock; all locks operate 

from a single lever at the table’s center. Magnets 

secure legs in the folded position. 





HOWE FOLDING FURNITURE, INC. 

1 Park Ave., New York 16, N.Y. 

FREE! Write for catalog, describing the new 
500” and other HOWE CustomLine Folding Tables. 











See this new Howe folding table at the NSOEA Show, Sept. 23-27. Space 700A 
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Portable two-way radio 
is small and light 


Voice Commander is a new port- 
able two-way radio offered by Gen- 
eral Electric Co. 

It stands only 9.5 inches high, 5.3 
inches wide, and 1.7 inches deep. 
It weighs slightly more than three 
pounds. 

The power output is the highest 
in the industry for a small-case unit, 
the maker claims. 

It uses easily replaceable batter- 
ies, or rechargeable dry batteries 
that completely eliminate the need 
for changing batteries. 

For more information on _ the 
Voice Commander, circle number 
234 on the Reader Service Card. 


FILING 


Roll-out shelf offers 
complete accessibility 

Conserv-a-file, a new file cabinet, 
features a shelf that rolls out for 
drop filing. The manufacturer, Su- 
preme Steel Equipment Corp., 
Brooklyn, claims that the roll-out 
shelf will offer complete accessibil- 
ity from top or front. Records can 
be removed and inserted without 
removing the folders from the shelf. 
All records become visible as soon 
as the shelf is rolled out. 

The Conserv-a-file comes in 2 to 
7 tier combinations. 

For more information on Con- 
serv-a-file, circle number 245 on the 
Reader Service Card. 


New metal cabinets 
effectively store stencils 

Foto-field Inc., announces two 
new low cost metal stencil storage 
cabinets. 

The model S stores up to 100 
standard size stencils. The model P 
stores up to 50 offset plates and 
has separate pockets for storing 
negatives safely. 

Each cabinet takes only 3 inches 
of shelf space. Both are priced at 
$24.95. 

For more information on the sten- 
cil storing cabinets, circle number 
239 on the Reader Service Card. 


New Electrofile ends 
need for refiling 

Electrofile can handle thousands 
of record or data cards and elimi- 
nates the need for refiling. 

After use, cards can be put back 
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when a few 

missing items 
mean 

trouble... 


Spiegel’s Electrowriter System 
Saves one to three days on orders 


Central Packing at Spiegel, Inc., Chicago, 
home of the Spiegel Catalog, processes 
over 6,000 mail orders every hour. A few 
incomplete orders can tie up space on the 
packing floor and cause delays for cus- 
tomers. 

To verify open stock on missing items 

used to take up to five hours by house 
mail, often holding up shipment of an 
order until the next day or over a week- 
end. Now, with an Electrowriter System 
Central Packing keeps constant tab on 
open stock in three remote warehouses 
and verifies missing items in less than 
Central Packing clerk at Spiegel, Inc. in 30 minutes. 
Chicago writes stock-check order di- Achievement? Spiegel has maximized 
rectly on Electrowriter Transmitter to... order handling, avoided congestion on 
the packing floor, and saved valuable 
manhours with its Electrowriter Com- 
munications System. Orders can not be 
lost or misplaced. A permanent, written 
record is obtained of every stock verifi- 
cation. And Quality Control personnel 
can check the disposition of any order at 
any time. 


NOW..." Wd By Telephone" 
You can “Write By Telephone” over reg- 
ular dial networks* or private lines for 
alternate written message and voice serv- 
- ice. Find out how your company can in- 
... warehouse located sixteen city blocks crease its efficiency and cut costs with 
away. Here, message is instantaneously Electrowriter Communication Systems. 
recorded in writing on the Electrowriter Send for complete information. 
Receiver. Stock clerk takes message, *Electrowriter instruments ore accepted for use over 
checks bins, writes back to Central local and long distance facilities of the Bell System, 


ts : : General Telephone System, and independent telephone 
Packing using the Electrowriter System. = companies. 


Eethowriler’ 


COMMUNICATION SYSTEMS BY 


COMPTOMETER 






















@eELectrowriter 
( TRADEMARK REGISTERED 
U.S. PATENT OFFICE 


Comptometer Corporation, 5600 Jarvis Avenue, Chicago 48, Illinois. SPring 5-2400. Offices in Principal Cities. 
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Without a carefully planned paperwork system a company is missing out 
on one of its finest opportunities to improve profits. Low form cost is 
important. But, the really sizable savings in business forms is determined 
by what the forms do... the control, the speed, the cost reduction they 
bring to company operations. This is why the help of your Standard Register 
business forms representative is so valuable. He can make the purchase 
of your business forms an exceptional value. Want proof? Ask him to show 
you case histories illustrating how planned paperwork gives a company 
competitive advantages. 


STANDARD REGISTER 
@ BUSINESS FORMS 


PAPERWORK SIMPLIFICATION / THE STANDARD REGISTER CO., DAYTON 1, OHIO 
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Electrofile does away with the need 
for refiling—just return cards any- 
where in the file. 


at random anywhere in the file. Yet, 
at the touch of a finger on the Elec- 
trofile keyboard, the operator can 
produce any single card or group of 
cards instantly. 

Using the same keyboard, new 
cards are coded in a jiffy. 

For more information on_ the 
Electrofile, circle number 242 on the 
Reader Service Card. 


OFFICE FURNITURE 





New oval desk doubles 
as conference table 


Designed for the executive whose 
work demands frequent confer- 
ences, this elegant oval table-desk 
presents a new concept in form and 
function, says Knoll Associates, Inc., 
the manufacturer. 

The flowing elliptical top is both 
pleasing in shape and practical for 
use in small informal conferences. 

For more information on the oval 
desk, circle number 230 on the 
Reader Service Card. 





New oval desk is both pleasing to 
the eye and practical for use as desk 
or table. 
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ELIMINATES ALL REPEAT WRITING FROM 
a> PURCHASING-RECEIVING 
o,\ a SYSTEMS 








th BRUNING 
: _ PENNY- 
Write it once and be right! That’s what you can count PINCHING 
he on with a Bruning copier at the center of your COPIERS 
purchasing-receiving-paying cycle. 


With a Bruning copier you write. purchase order information 





once only. Then, only receiving data is entered for each e 
delivery. You eliminate 80% of receiving report paperwork; 











eliminate transcription errors; eliminate posting to : ; 
separate follow-up records; eliminate report delays. : x 
CLEARLY, YOUR CHOICE 1S (BRUNING ) 
A Bruning copier turns out sharp, clean, black-on-white : 
e CHARLES BRUNING COMPANY, INC. 


1800 Central Road, Mt. Prospect, Illinois 


a ee ee : 
(or colored) copies on letter-weight paper of anything S nGeenteraeg Ghinh fe, Town 6 
written, typed or printed on translucent paper... ¢ 0 Please send further information on Bruning copiers 
* 
7 


( Please have a sales representative contact me 


for only a penny a copy (for letter-size materials). 


es 
. ; @ NOMO, «uv vricbansids's eK es 00 ccewddeneVaseeev elie ceteees TUE. Siscs coccee 
To put pleasure...and profit...into your e 
to as = é Pe | | TTT TTT PTT eee et eee ee ove 
— yr 7 
“ purchasing -receiving paperwork, clip and Winters. sivas sss. Gdn aa re a 
mail the Coupon. . GOP sisic wT oTTTT TTT TTT ee COUPES. See eds Fes eET State eocce 
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BOSTON 


PENCIL SHARPENERS 





easy mounting 
on any surface 


Now Boston’s all-metal pencil sharp- 
eners can be mounted anywhere. 
There is a Boston for every purpose 
and the mounting kit fits 7 
every model. All sharpeners 
are guaranteed for 1 year. 





C. HOWARD HUNT PEN CO., CAMDEN i, NJ. 
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MEMO FLEX 


visual control 


Simple —effective—flexible, utmost legi- 
bility, maximum ease in arranging and rear- 
ranging, no fuss to make corrections, perfect 
color coding. Well designed—no extras 
needed. Each unit is complete with all the 
elements for the user to create his custom 
layout. $49.50 F.0.B. Plant. 


Write for free literature! 


Moemo Flex" Division, 


515 Bannock Street, Dayton 4, Ohio 
*Trade Mark Garrison Machine Works, Inc., Pat’d. Pend. 
(Circle number 131 for more information) 
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How to pick a plant site 
continued from page 46 


of building sites (see Table 3, page 
46). These two categories are worth 
a maximum of 245 points, total. 
Both locations scored 190. 

The point maximums assigned to 
each of the categories apply only 
to Acme’s situation. But they can 
be revised to accommodate any 
industry. 

To compare the two locations, 
let's first rate them in terms of those 
categories that appealed most to 
Acme-—shipping costs, utilities and 
taxes. 


Shipping and transportation— 
70 point maximum 

= This category is subdivided into 
12 separate factors, the largest of 
which is the cost of freight in (10 
points) and the cost of freight out 
(10 points). 

Plant City has more railroad and 
better trucking facilities. It is within 
five miles of an airport and it has 
necessary commercial supply houses 
nearby. Careful estimates indicate 
that Acme’s annual shipping costs 
at Plant City would run about 
$250,000. 

Inland has fewer railroad and 
trucking facilities. The nearest air- 
port is 40 miles away in the state 
capital. Supply houses are within 
adequate distance. Annual shipping 
costs for Acme would run about 


$275,000. 


Shipping & Cumulative 


City transportation _ total 
Plant City 60 60 
Inland 43 43 


Utilities—55 point maximum 


=» For Acme, a consideration of 
utilities breaks down into water 
(12 points), waste disposal (9 
points), electric power (20 points), 
gas (7 points) and coal (7 points). 
Acme doesn’t consume fuel oil. 

Plant City rates far ahead in all 
categories except electric power. In 
terms of electric supply and de- 
pendability, both locations are 
about the same. But Plant City has 
a slightly higher electric power 
cost. 

Except for the slightly lower 
electric power cost, Inland is only 
fair for other utilities. It is poor on 


waste disposal and has a high coal 
and gas cost. 


Cumulative 
City Utilities total 
Plant City 45 105 
Inland 30 73 


Taxes——90 point maximum 


# At Plant City, Acme would have 
to pay about $150,000 annually in 
state taxes. 

At Inland, which is in another 
state, Acme would have to pay 
about $190,000 annually in state 
taxes. 

An analysis of local, real estate 
and employment taxes finds the two 
locations equal. 


Cumulative 


City Taxes total 
Plant City 60 165 
Inland 40 113 


Labor supply— 
500 point maximum 


# Acme erred seriously in two dif- 
ferent ways in evaluating labor 
supply. First, the category was not 
given nearly enough weight. For 
Acme’s purposes, local labor supply 
is worth as much as all the other 
categories put together. Second, 
Acme’s management did not make 
a deep enough analysis of Inland. 
Its labor situation is excellent. 

Labor supply is broken down 
into eight factors (see Table 4, 
page 46): Population (45 points), 
availability (115 points), efficiency 
(25 points), training required for 
new industry (10 points), prevail- 
ing wage rates (175 points), wage 
trends for the past 10 years (10 
points), unions (105 points), and 
local turnover rate (15 points). 
Three of these factors—population, 
availability and unions—are broken 
down into even more specific items. 

Here are some of the more salient 
considerations: 

Plant City has had a slightly de- 
clining population. Relocation of in- 
dustry has lowered morale. Inland’s 
population has been on the rise. 
Employee attitudes toward indus- 
trialization are first rate. 

Plant City has estimated 1,800 
males and 1,500 females of all skills 
available for Acme jobs. Inland has 
3,000 males of all skills and 2,800 
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females available for jobs. Office 
workers presently commuting to the 
state capital will switch quickly to 
local industry. 

Plant City has good worker effi- 
ciency. But, Inland’s worker effi- 
ciency is believed to be about the 
highest in the country. Workers 
have a high learning aptitude. 

Plant City wage rates are about 
15 cents an hour higher for skilled 
labor and 50 cents an hour higher 
for skilled office help. Translated 
into yearly costs, this can mean a 
difference of more than $200,000. 

In the past 10 years, wage rates 
have risen 15% in Plant City and 
12% in Inland. 

In both cities, unions have strong- 
holds. In Plant City, labor-manage- 
ment relations have been fair, but 
present cooperation is improving. 
There have been frequent strikes 
and, in the opinion of local manage- 
ment, the unions are quite demand- 
ing. In Inland, the labor-manage- 
ment experiences have been 
excellent. There have been only a 
few minor strikes and labor leader- 
ship is of the highest order. 

Plant City has a 10% labor turn- 
over. Inland has a 5% turnover. 


Cumulative 
City Labor supply __ total 
Plant City 300 465 
Inland 440 553 


Special inducements— 
40 point maximum 


# At Plant City, a favorable prop- 
erty has all utility extensions. 
Neither Plant City nor Inland offers 
any other financial or government 
inducements. 


Cumulative 
City Inducements _ total 
Plant City 10 475 
Inland 0 553 


Conclusions 


=» Acme should lean toward Inland, 
which has a lead of 78 points and 
a grand total of 743 after all seven 
categories are computed. Plant 
City’s total score is 665. 

Note that Acme’s original evalu- 
ation is correct—as far as it went. 
The company was right in assessing 
Plant City ahead of Inland in ship- 
ping, utilities and taxes. An analysis 
of the final score (Table 3) shows 
that Plant City led in five cate- 
gories and tied in two. Inland led in 
just one—but that one carried suffi- 
cient weight to give the edge. = 


SEPTEMBER 1961 





New 1961 Common Stock 
Offerings Will Not Equal 


Fraud Losses 


Authorities estimate that the value 
of new common stock offerings in 
1961 will total $1.4 Billion — One 
Hundred Million Dollars less than 
the estimated loss due to white col- 
lar fraud. 1961 business fraud esti- 
mates come to $1.5 Billion—in spite 
of new automation procedures and 
the normal routines followed by 
most firms that require one em- 
ployee to check the work of another. 

The most frightening aspect of 
business fraud losses is the tremen- 
dous loss in the area of disbursement 
operations. This accounts for a size- 
able 74% of the total with stealing 
cash receipts accounting for 14%, 
and unauthorized and unbilled ship- 
ments 12%. Many firms that believe 
their disbursement operations are 
foolproof and fraud-proof will be 
faced with losses in the coming 
months, in spite of what are consid- 
ered adequate precautions. 

One reason why disbursement 
transactions, whether cash or mer- 
chandise, are such a fertile field for 
embezzlers is because they originate 
in so many different departments— 
most of them outside of accounting 
and treasury. Thus, opportunities 
for fraud are multiplied, manipula- 
tions often can be concealed for 
years, and the result is a staggering 
total. 

Unfortunately, automation of pa- 
per work is no prevention. Machines 
have no propensity for questioning 
improper instructions—and such in- 
structions, once fed into a machine, 
make continued theft that much 
easier. 

Automation has actually intro- 
duced a new business hazard be- 
cause many firms when adopting it 
tend to discard former controls that 
deterred re-use, substitution, and 
unauthorized creation of docu- 
ments. The mere fact that all trans- 
actions are accounted for dollarwise 
has no relationship whatever to the 
manipulation of documents, as the 
many articles in today’s newspapers 
prove, 





1961 ESTIMATES 
A White Collar 

Fraud Loss—$1.5 Billion 
B New Common 

Stock Offerings—$1.4 Billion 





$1.6 BILLION; 








$1.0 BILLION 





$ .S BILLION 


























Transactions made to appear 
legitimate through re-use of bona 
fide paper work, forging of paper 
work, or both, this year will result 
in the tremendous losses illustrated 
on the graph above—losses that will 
continue to go on, without collusion, 
as long as disbursement frauds and 
diversions of inventory can be con- 
cealed by the manipulation of paper 
work, 

That's why the CANCELLING 
OF ALL PAPER WORK AU- 
THORIZING A DISBURSEMENT, 
AND THE VALIDATION OF 
ORIGINAL DOCUMENTS SO AS 
TO MAKE FORGERY DIFFI- 
CULT, ARE SO IMPORTANT IN 
ENFORCING THE PROTEC- 
TIVE CONTROLS GOOD SYS- 
TEMS ARE INTENDED TO PRO- 
VIDE. That is why 77% of the 200 
largest industrial concerns now fol- 
low this procedure. 

Cummins-Chicago Corp. has a 
booklet that describes simple and 
inexpensive methods of preventing 
both unauthorized disbursements 
and invoiceless shipments, creating 
clerical savings at the same time. 
Write today for your complimentary 
copy of this guide to fraud preven- 
tion. Cummins-Chicago Corpora- 
tion, 4740 North Ravenswood Ave- 
nue, Chicago 40, Illinois 
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AIRTUBE”’ 
COMMUNICATION =|. 
SYSTEMS 





WITHIN SECONDS! 


Modern LAMSON carriers can fly over- 
sized blueprints through AIRTUBES at a 
velocity of 25 feet per second. No other 
communications system can approach 
this type of service. And the time 
saved in transit is time gained in 
production. 

Modern LAMSON AIRTUBE SYSTEMS have developed and improved 
their load bearing capacities to such an extent that today AIRTUBES 
are without peer in providing all ’round, swift, message delivery 
service to industry. 

AIRTUBE speed plus load flexibility reduces downtime on produc- 
tion lines . . . eliminates cost of manual messengers .. . permits 
centralization of supplies and equalizes the workload among all 
personnel throughout the day. 

Bring yourself up-to-date on modern LAMSON AIRTUBE SYSTEMS.: 
Send for the new AIRTUBE catalog. Just clip this advertisement to, 
your letterhead and mail to 114 Lamson Street, Syracuse, N. Y. 


pioneers the Conquest oF inNER SPACE 


a 
LANSON CORPORATION 


PLANTS IN SYRACUSE AND SAN FRANCISCO bd 








OFFICES IN ALL PRINCIPAL’ CITIES 


Manufacturers of Airtube® (Pneumatic Tube Systems) «+ Integrated Conveying Systems ¢ Pallet Loaders e 
Selective Vertical Conveyors © Bookveyors@® Clinical e¢ Trayveyors® ° Food Service Systems 
Blowers and Exhausters © Exidust@ Central Vacuum Cleaning Systems ¢ Dryset® Air Vacuum Systems 
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Industrial advertising 
continued from page 53 


portant to the customer. Usually, 
when a new advertising department 
employee or agency man is assigned 
to a product division, he is taken on 
a tour of the factory . . . “so you 
will know how the product is 
made.” 

Actually, this advertising man 
needs to know how the product is 
sold, not how it is made. Rather 
than a tour of the plant, he needs 
a tour of the customers, but this is 
rarely done for fear that delicate 
relationships will be upset, or be- 
cause it will cost too much, or be- 
cause the sales department simply 
doesn’t want to be bothered. 


Get field salesmen into the act 

=» In companies with effective in- 
dustrial advertising programs, the 
advertising people have close rela- 
tionships with the salesmen in the 
field. 

Advertising managers of less 
well-known companies tend to have 
more success in establishing the 
necessary rapport because the value 
of the advertising is often more ap- 
parent to the smaller company 
salesman. For example, manufac- 
turers’ agents, who usually repre- 
sent smaller firms, tend to be more 
receptive than factory salesmen to 
customer leads supplied by adver- 
tising. 

When the advertising manager is 
not close to the field salesmen, it is 
usually quite difficult to induce the 
salesmen to perform certain func- 
tions necessary to the success of the 
advertising program. 

Salesmen often resist taking the 
time to: supply customer names for 
direct mail lists, merchandise ad re- 
prints to customers, report on cus- 
tomer reactions to advertising pro- 
grams, provide customer application 
stories for case history advertising. 

An exception occurs when an ad- 
vertisement features a specific cus- 
tomer and presents the customer in 
a very favorable light; that is, when 
the company’s advertisement be- 
comes, in effect, an ad for the cus- 
tomer. The sales department may 
support this kind of advertising for 
the wrong reason: because it en- 
hances the company’s relationship 
with the featured customer. This 
can be an expensive way to get 
close to a customer. The proper 
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function of advertising is to in- 
fluence markets . . . large numbers 
of customers . . . not merely the 
particular customer featured in the 
advertisement. 

Obviously, the salesman’s _ pri- 
mary job is to sell—not to act as a 
bird dog for the advertising depart- 
ment. Under the best circum- 
stances, salesmen should spend only 
a limited amount of time on adver- 
tising matters. However, where 
there is no appreciable field sup- 
port, the advertising is certain to 
suffer. 


State objectives clearly, simply 


# An aura of unreality is frequently 
apparent in statements of advertis- 
ing objectives. In companies with 
ineffective advertising policies, the 
advertising objectives are often 
stated in very grand terms, such as: 
= To capture a larger share of the 
earthmoving equipment market. 

= To increase sales of high carbon 
steels. 

As objectives for advertising, 
these statements are far too broad 
to be meaningful. These are the ob- 
jectives of the company’s entire 
marketing effort. Management usu- 
ally recognizes the unreality of 
these grandiose statements of ob- 
jectives and tacitly ignores them. 

Advertising is a limited market- 
ing tool. It should be assigned 
realistic, attainable, sharp and nar- 
row objectives. 


Don’t hamstring the ad agency 
= In many agency-client relation- 
ships, the agency has the responsi- 
bility for basic advertising plan- 
ning, in addition to its task of 
writing the ads. Working under the 
supervision of the advertising -de- 
partment, the agency analyzes the 
marketing situation, establishes the 
advertising objectives, and recom- 
mends the various advertising me- 
dia and promotional tools to be 
used. 

If the advertising manager has 
poor liaison with the sales depart- 
ment, the frustrations are com- 
pounded at the agency level. If the 
company advertising man meets 
with the sales manager once every 
week or two, the agency man is 
likely to see the sales manager only 
once every month or two. 
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The agency is one step further 
removed from the field salesmen 
and from the headquarters market 
planning operation. 

Thus the agency man may find 
himself in the difficult position of: 

1. Trying to determine the true 
marketing situation from an adver- 
tising department representative 
who does not adequately under- 
stand it himself. 

2. Presenting his recommenda- 
tions to a man without real author- 
ity to act upon them. 


How to make advertising work 


= Many industrial advertisers, large 
and small, are receiving an excel- 
lent return on their advertising in- 
vestments. Where the return is me- 
diocre or poor, it has usually been 
necessary to institute the following 
corrections. These changes are the 
responsibility of management. 


1. Give the ad manager real ex- 
ecutive status. 

= Industrial advertising will be 
placed in the hands of effective ex- 
ecutives with status in the corpora- 
tion. The advertising manager will 
properly report to the general sales 
manager or marketing vice presi- 
dent. His authority, salary, and op- 
portunity for further advancement 
will be equivalent to that of a dis- 
trict or divisional sales manager. 

In a_ multi-division company 
where product advertising pro- 
grams are handled by various divi- 
sional advertising representatives, 
these representatives will have sta- 
tus and salary equivalent to the 
corporation’s field salesmen. 

The solution obviously may re- 
quire more than giving the adver- 
tising manager a corner office and a 
raise in salary. Some effective in- 
dustrial advertisers use the adver- 
tising managership as a stepping 
stone in the sales department. It is, 
of course, desirable for the adver- 
tising manager to be expert in his 
craft. However, it is much more im- 
portant that he be an effective mar- 
keting man who can make his voice 
heard by the sales vice president. 

When necessary, the agency can 
supply the required advertising ex- 
pertise if the advertising manager 
can determine the marketing situa- 
tion, administrate the advertising 
programs, and work effectively with 








CONVEYOR SYSTEMS 


when two heads arent 
better than one... 





LET LAMSON ENGI- 
. NEERS show you how one 
head can do the work of many. 
The purchase of conveyor com- 
ponents alone is not enough. It 
takes skill, imagination and years 
of experience to mould compo- 
nents into a directed conveying 
system that will increase mate- 
rials flow while reducing man 
hours of labor time. 

LAMSON engineers have such a 
record of achievement. Not con- 
tent with the design of a system 
and the provision of LAMSON 
components, LAMSON engineers 
also install the system, train user 
personnel in its use and critically 
check operation. 

LAMSON is famous for provid- 
ing a finished, “Turn Key Job.” 
So... if you have too many 
heads moving too few units, check 
LAMSON for advice. Write today 
to 114 Lamson Street, Syracuse, 
New York. 


<> 

CS 
LAMSON 

CORPORATION 
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the field salesmen and sales man- 
agement. 

If the advertising manager is not 
an advertising professional, he must 
be secure enough in his position to 
accept the guidance of the agency 
in the technical aspects of advertis- 
ing. It is particularly important that 
the advertising manager know 
enough about the technology of ad- 
vertising to “know how much he 
doesn’t know.” 

Under the blessings of top man- 
agement, the effective industrial 
advertising department will: 

# Participate in headquarters mar- 
keting planning so that advertising 


and promotion can be geared into 
the realities of the sales or market- 
ing situation. 

= Maintain close liaison with the 
field salesmen and enlist their co- 
operation. 

« Preserve control over advertising 
planning and execution. 

« Absolutely prevent the ruinous 
practice of having the sales or 
engineering department rewrite 
advertising copy. To be effective, 
advertising must be prepared by 
experienced advertising men, just 
as engineering plans must be pre- 
pared by engineers. When copy 
needs revision, it should be revised 











vehicles are leased. 
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mew Nationallease 


FITS YOUR TRUCKING NEEDS? 


@ THE CHANGE-OVER PLAN—We take over all of your present truck and 
maintenance problems, help you reorganize your truck facilities and per- 
sonnel. We supply you with new vehicles, engineered and painted to your 
exact requirements, or will buy and recondition your present fleet. 

@ THE ADD-A-TRUCK PLAN—As your business expands, don’t use vital capital 
for more trucks, lease new ones as needed. 

@ THE TRUCK RETIREMENT PLAN—As each truck in your fleet needs replace- 
ment, instead of buying a new one, lease it. In a few years all your 


@ THE PILOT PLAN—Instead of switching from ownership to leasing in all 
locations, select one location (or division) for a “pilot” operation using 
full-service leased trucks, comparing costs and headaches with trucks 
which you still own and maintain. 

LEASE FOR PROFIT— NATIONALEASE full-service truckleasing supplies 
everything but the driver. Licensed, insured trucks, engineered and painted to 
your needs, garaged and expertly maintained. ONE invoice, NO worries. Devote 
your full time, ALL your capital to your own business! 

LEASE A NEW CHEVROLET or other fine truck and operate it as your own, 

with no investment, no upkeep, no headaches! 
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know-how; 
local controls 
—write for 
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One truck or a hundred; 
all types and sizes. 






NATIONAL 
TRUCK 
LEASING 
SYSTEM 


The ‘‘Lease-For-Profit’’Way! 





TRUCKS FOR RENT enon an nour: 


It’s smart to tie up with NATIONALEASE for a “flexible fleet”. Pay only for 


by the advertising men, not sales 
managers. 


2. Use the agency as an advisor. 

« The most effective industrial ad- 
vertisers use the agency as profes- 
sional counselors, much as_ they 
use their outside attorneys, bank- 
ers, management consultants. The 
agency needs access to the adver- 
tiser’s inner marketing planning if 
the agency is going to do a really 
effective job of advertising plan- 
ning and execution. 


3. You get what you pay for. 

= Most industrial advertisers spend 
too little on people and research. 
The average industrial advertising 
manager's salary is currently $11,290 
per year, according to a study by 
Industrial Marketing. 

Because of the low page rates of 
industrial and trade magazines, 
agencies are often unable to make 
a satisfactory profit through their 
15% commissions on space costs. 
The agency may thus be forced to 
assign lower paid personnel to its 
industrial accounts. The caliber of 
the people who prepare it makes a 
tremendous difference in the qual- 
ity of advertising. In advertising as 
elsewhere, you pretty much get 
what you pay for. Depending on 
the size and breakdown of the ad- 
vertising budget, it may be neces- 
sary to pay the agency in excess of 
the 15% from commissions. 


4. Who's being convinced? 

= Much industrial advertising is 
misdirected because too small a 
share of the typical budget is spent 
on advertising research. Early ques- 
tions in advertising planning are: 
“To whom should we advertise? 
Who buys the product? Who in- 
fluences the purchase?” 

Research may be needed to de- 
termine the relative importance of 
the various buying influences 
among the customers and prospects 
as a whole. This information is 
needed to select magazines, deter- 
mine best copy approach, choose 
the proper promotional tools. The 
advertising approach may _ vary 
greatly according to whether the 
chief buying influences are design 





trucks that are producing—YOU ALWAYS HAVE A STANDBY FOR 
PEAK SEASONS OR EMERGENCIES. Your local NATIONALEASE affili- 
ate is in the phone book and the yellow pages under National Truck Leas- 
ing System or write for facts and the name of the affiliate in your area— 


engineers, purchasing agents, or 
production men. 

5. Did it work? Find out. 

= At least once a year it will be 
the concern of the company’s ex- 
ecutive committee to review the 


National know-how; local controls—write for literature. 
NATIONAL TRUCK LEASING SYSTEM 
Serving Principal Cities in the U.S. and Canada 
23 E. JACKSON BLVD., SUITE M-9, CHICAGO 4, ILL. 
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ANNOUNCING! 


For readers of BUSINESS MANAGEMENT 


“PERSONNEL PRACTICES” 


A previous announcement of this remarkable loose-leaf Service brought responses from com- 
panies large and small, in every State in the Union and almost every country in the world. 


Mailing the coupon, below, entails no obligation—but it may lead to a new, higher level 
of profits in your business. We invite you to mail the coupon today. 


How does it happen that some businesses are 
able to maintain employee relations at peak level? 


What has been responsible for the vast gain in 
employee cooperation in these companies, the re- 
duction in costs, the rise in productivity and profits? 

You'll find the answer—and with it the methods 
you can apply to get these benefits for your business 
—in a great new loose-leaf guide now being released 
by Prentice-Hall: PERSONNEL PRACTICES. 





Personnel Practices That Build Profits 


’ Spelling out the employee relations methods that half 
a century of study, research, and experience have shown 
to be most successful, this wholly unique guide can 
literally save you—not days or weeks—but years of 
costly experimenting, headaches, and frustration. 


Simply and thoroughly this work guides you to 
the full, detailed answers to such questions as: 


e how can you stimulate your employees’ interest 
in their work? 

e how can you most effectively handle such sensi- 
tive problems as job training, promotion, disci- 
pline, grievances, job evaluation? 

e how can you make your personnel practices a 
force for successful employee relations, lower 
turnover, and steadily rising company earnings? 


- 
PATH 


Bi-weekly Report Bulletins keep your “Personnel Prac- 
tices” continuously up-to-date, and bring you the latest 
profit-building developments, ideas and policies. 


PRENTICE-HALL, ING, 


Englewood Cliffs, New Jersey 













PERSONNEL 
PRACTICES 


=P. 


REASONS WHY YOU SHOULD HAVE 
PERSONNEL PRACTICES 


1. It gives you a continuous flow of tested ideas— 
ideas that have been proved by successful companies. 


2. It gives you virtually foolproof procedures to follow 
in hiring employees. 


3. It passes on to you today’s most successful methods 
for training employees. 


. It shows how certain companies are scoring close 
to 100% in selecting the right men for promotion. 


5. It tells how the costly problem of absenteeism is 
being licked. 


6. It explains how some of the best run companies are 
handling the difficult problems of discipline and 
grievances. 


7. It shows how changes in working conditions can 
sharply step up production. 


8. It gives you the benefit of hard-won 
experience as to what managemen 
should tell employees—and what it 
should not. 


9. It presents simple plans that have 
worked wonders in cutting down costly 
employee turnover. ~ 


10. It gives you the printed forms that 
have been found best for hiring, pro- 
motion, termination, merit rating, and 
a score more. 


11. It provides the actual wording you can 

use for incorporating the best policies 
clearly and effectively into your own 
company manual. 


ia ee | 


MAIL COUPON FOR INFORMATION 


‘Stanley M. Brown, Vice President 


PRENTICE-HALL, INC. 
Englewood Cliffs, New Jersey 











£ Please send — without obligation — further information 
a on PERSONNEL PRACTICES. 
ef Com 
pany 
® 
u Signed 
x 
B= Address 
® 
& 


City & State 
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Catalina, Inc., Beverly Hills, Calif. 
advertising plans and determine 
that the stated goals of the com- 
pany’s advertising are sharp and 
realistic. 

Similarly, management holds the 
advertising department accountable 
for specific results. If the advertis- 
ing is accomplishing anything, 
there will be a noticeable playback 
from the field. However, this play- 
back will be qualitative, not quan- 
titative. Can the advertising job be 
done better? 

The qualitative reports from the 
field are supplemented by various 
quantitative studies such as analy- 
ses of readership reports, before- 
and-after surveys of customers, ad- 
vertising-impact interviews with 
customers, analysis of inquiries 
from advertising and _ traceable 
sales results. 

It is important that these studies 
be performed by knowledgeable 
people who can appraise the rela- 











appropriate for the executive office... 


The Template Group combines the high-styling and individuality 


tive importance of the various in- of fine, custom-built furniture with moderate cost and durability to 

dicators. The enthusiast may make it a practical choice for all offices. See this crisp, new 
ie a — : PA a aes : E wes 

proudly show off the 200 inquiries design in wood office furniture soon. For free brochure, 


his ad pulled from readers, over- 
looking the fact that most of them 
were from small companies which 
the sales department may have no See list of dealers on next page (>. 
interest in following up. 


contact your nearest Leopold dealer or write Dept. M-9, 
The Leopold Company, Burlington, lowa. 


The value of inquiries THE 

The value of inquiries from ad- THMPLATEH 
vertising varies with the company’s 
marketing situation. Smaller com- SROUPYP 


panies in particular may convert 
them into actual sales. Heavily 


R&D-oriented companies, such as by Leopold 
chemical and electronics manufac- : 
turers, use inquiries as a “market- practical for all offices... 


finding” device to help determine 
the logical applications for new 
products. 

For the well-known manufacturer 
of established products, inquiries 
may be a very limited indicator of 
advertising effectiveness. Various 
studies have shown that there is 
little relationship between the read- 
ership of an advertisement and the 
number of inquiries it pulls. 

Essentially, it is a question of the 
company getting its money's worth 
from its advertising investment. If 
additional funds are not available 
for people and research, a larger 
share of the existing budget should 
be diverted to talent and fact find- 
ing. A reduced volume of good ad- 
vertising will accomplish more 
than a greater volume of poor ad- 








vertising. = Sutro Bros. & Co., New York City 
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ALA. Eafaula—Mooty Satterwhite 


Mobile—Waller Brothers, Inc. 
’Montgomery—Mercantile Paper Co. 


ARIZ. Phoenix—PBSW Off. Equip. Center 
Tucson—Howard & Stofft 


ARK. Little Rock—Parkin Prtg. & Staty. 


CALIF. Anaheim—Anaheim Office Equip. 
Bakersfield—Valley Off. Supp. Co. 
Fresno—Healey & Popovich 
Glendale—Hopper’s Off. Furn. 

Long Beach—Belcher & Schacht 

Los Angeles—Miller Desk & Safe Co. 
Pacific Desk Co. 

Sacramento—Capital Off. Equip., Ine. 

San Bernardino—Stockwell & Binney 

San Diego—Austin Safe & Desk, 

San Francisco—Business Furn., Ine. 

San Jose—Kennedy Business Mach. Co. 

Santa Barbara—Ebersole Off. Mach. 


COLO. Denver—W. H. Kistler Staty. Co. 
Longmont—Chlanda-Harris Furn. Co. 


CONN. Hartford—Barney’s of Hartford 
W. E. Kelsey & Son 


FLA. Bradenton—Bradenton oF. Equip. 
Cocoa—Provost Office Equip. Co. 
Delray Beach—Hand’s Delray Bk. Shop 
Ft. Lauderdale—Business Equip. Co. 

Thompson Office Equip. Co. 
Ft. Myers—Parker’s Book Store 
Jacksonville—Sanford-Hall Co. 
Leesburg—Simons Office Equip. Co. 
Miami—Richard Plumer, Inc. 
Orlando—Bishop Office Equip. Co. 
Pensacola—Pensacola Off. Equip. Co. 
St. Petersburg—Office Supply Co. 
Tallahassee—Commercial Off. Supp. Co. 
Tampa—Business Equip. Co. 

Hook & Holtsinger Co. 
West Palm Beach—Halsey & Griffith 


GA. Atlanta—Ball-Stalker Co. 

The Office Supply Co. 
Athens—The McGregor Co. 
Columbus—The White Co. 
Macon—American Off. Equip. Co. 
Savannah—Rosolio’s 


HAWAII Honolulu—W. Tip Davis, Ltd. 
IDAHO Boise—Syms-York Co. 


ILL. Bloomington—Paxton Typewr. Co. 
Chicago—Andersen, Riley & Sava 

Desks, Inc. 

Horder’s 

Marshall Field Co. 

Monroe Furniture Co. 
Danville—Jackson Typewriter Co. 
Kankakee—Byron Johnson Off. Supp. 
Moline—Carlson Bros. 
Peoria—Business Equipment Co. 
Quincy—Oenning’s 


Springfield—Central Off. Equip. Co. 
Zion—Burgess, Anderson & Tate, Inc. 


MONT. Great Falls—Tribune Office 
Supp. Co. 


NEB. Lincoln—Latsch Brothers 
Omaha—Orchard & Wilhelm Co. 


N. H. Manchester—R. H. Llewellyn Co. 


N. J. Elizabeth—Business Furn., Inc. 
Newark—Max Blau & Sons 
Herbert L. Farkas Co. 
Spring Lake—J. H. Young’s, Inc. 
Trenton—Palmer, Trout & Co. 


N. Y. Binghamton—Pierson’s 
Brooklyn—A. Pearson Sons 
Buffalo—Hoelscher Staty. Co., Inc. 
Elmira—George L. MacGreevey 
Mineola—D. Waldner Co. 

New York—A. Blank Co. 
Business Equip. Sales Co. 
Clark & Gibby, Ine. 

Commerce Desk Co. 

Driver Desk Co., Ine. 

Empire Office Furniture Co. 
Chas. J. Lane Co. 

Metwood wi Equipment Corp. 
Pearl Desk C 

Regan Sorestuss Corp. 

Uneeda Office Furniture Co. 

Niagara Falls—Geo. H. Courter Co. 

Rochester—Heinrich-Seibold Staty. Co, 

Schenectady—Benche, Ine. 

Syracuse—J. Hillsberg Safe Co. 

Troy—Howard’s 

Utica—Genesee Office Equipment Co. 


N. C. Charlotte—Pound & Moore Co. 
Gastonia—Spencer's 
Raleigh—Capital Printing Co. 


N. D. Bismarck—Gaffaney & Shipley 
Fargo—Gaffaney’s Office Spec. Co. 
Grand Forks—Gaffaney’s Off. Spec. Co. 
Minot—Gaffaney’s Minot Staty. Co. 


QHIO Akron—Summerville’s Ohio 

Office Equipment 

Canton—Office Equipment Co. 

Cincinnati—Globe Off. Equip. & Supp. 

Cleveland—Hebert’s Bus. Furn. Co. 
The Higbee Co. 

Columbus—F. J. Heer yy Co. 

Dayton—Seitz & George Off. Equip. 

Toledo—Newel B. Newton Co. 


OKLA. Bartlesville—Bartlesville Staty. 
Lawton—Southwestern Staty. 
Muskogee—Doyle Bland Off. Supp. 
Oklahoma City—House of Wren 
Ponca City—Southwestern Staty. 
Tulsa—Scott-Rice Co. 





OREGON Portland—Kubli Howell Co. 


PA. Allentown—Royal H. Eckert, Inc. 
Chambersburg—Office Suppliers 
Easton—Siotz Office Equipment 
Harrisburg—Cole & Co. 
Lancaster—H. G. Bancroft 
New Castle—Castle Stationery Co. 














IND. Indianapolis—W. B. Burford Prtg. 


1OWA Cedar Rapids—Morris Sanford Co. 
Council Bluffs—Emarines 
Des Moines—Storey-Kenworthy Co. 
Fort Dodge—Messenger Prtg. Co. 
Marshalitown—Marshall Off. Supp. Co. 
Sioux City—Sioux City Staty. Co. 
Waterloo—Latta’s, Inc. 


KAN. Hutchinson—Roberts Prtg. & Staty. 
lina—Consolidated Prtg. & Staty. 
Topeka—Thacher, Ine. 
Wichita—Bauman Off. Equip. Co. 


LA. Alexandria—Garrett Off. Supp., Inc. 
Baton Rouge—Louisiana Off. Supp. Co. 
Lafayette—General Office Supp. 

Lake Charles—Lake Charles Off. Supp. 
Monroe—Standard Off. Supp. Co. 
New Orleans—Hanson-Flotte, Inc. 

J. D. LeBlanc, Ine. 


MD. Baltimore—Baltimore Staty. Co. 
The Modern Stationery Co. 
Hagerstown— Hagerstown senting 
Salisbury—White & Leonar 


oam. Boston—Contract sae 
Muran Co. 

i J. Peabody Off. Furn. Co. 
Framingham—H. M. Nichols & Co. 
Pittsfield—E. P. Gowdy Co. 
Worcester—Palley Off. Supp. Co. 


MICH. Ann Arbor—Mayer Schairer Co. 
Battle Creek—Wellever Bus. Systems 
Detroit—The J. L. Hudson Co. 
Flint—Alex Adams & Co., Inc. 
Kalamazoo—Dykema Office Supply 
Lansing—Weger Business Systems, Inc. 


MINN. Duluth—Weygant-Goodspeed Co. 
Owatonna—Journal-Chronicle 
Minneapolis—Miller-Davis Co. 

Red Wing—Robert Fortier 
Rochester—Whiting Stationers 
St. Paul—McClain Hedman & Schuldt 


MISS. Columbus—Bus. E 2 & Supp. 
Greenwood—Fisher Staty. Co. 
Gulfport—Office Supply Co. 
Hattiesburg—Standard Off. Supp. Co. 
Jackson—Mississippi Staty. Co. 
Meridian—Dement Prtg. Co. 


MO. Hannibal—Standard Prtg. Co. 
Jefferson City—Standard Prtg. Co. 
Joplin—Joplin Printing Co. 

Kansas City—Duff & Repp Furn. Co. 
Springfield—-Elkins-Swyers Co. 
St. Lovis—Lammert Furniture Co. 


Philadelphia—A. Pomerantz & Co 
Pittsburgh—General Off. Equip. Corp. 
Reading—Wm. G. Hintz, Inc. 
Scranton—Reynolds Bros. 

Wilkes Barre—Graham’s 

York—H. G. Bancroft 


S$. C. Columbia—A. Hines McWaters 


S. D. Rapid City—Western Stationers 
Sioux Falls—Midwest Beach Co. 


TENN. Chattanooga—Commercial 
Stationery & Supply Co. 
Knoxville—Oliver Office Equip. Co. 
Memphis—S. C. Toof & Co 
Nashville—Hessey Prtg. & Staty. Co. 


TEXAS Abilene—aAbilene Prtg. & Staty. 
Amarillo—Southwestern Staty. & Bk. 
Austin—The Steck Co. 

Beaumont—E. Szatir & Son 

Corpus Christi—John H. Yochem Co. 

Dallas—Finger Office Equipment 
Stewart Office Supply Co. 

Fort Worth—Stafford-Lowdon Co. 

Houston—Finger Office Equip. 
Wilson Stationery Co. 

Lubbock—The Baker Co. 

McAllen—Jones Office Supply 

San Antonio—Maverick-Clarke Litho. 

Tyler—Hixson & Ellis 


UTAH Ogden—Weber Off. Sup 
Salt Lake City—Utah- Idaho Behool 
Supply Co. 
VT. White River Junction— 
Office Supply Center, Ine. 


VA. Norfolk—Hampton Roads Paper Co. 
Richmond—Southern Stamp & Staty. 
Winchester—Caldwell-Sites 


WASH. Everett—Priebe’s, Inc. 
Seattle—Bank & Off. Interiors 
Spokane—John W. Graham Co. 
Tacoma—Pudget Sound Off. Interiors 


WASH. D. C.—Chas, G. Stott & Co. 


W. VA. Charleston—S. Spencer Moore 
Huntington—Standard Prtg. & Pub. 


WIS. Eau Claire—Eau Claire Book and 
Stationery Co. 

Green Bay—Stuebe Binding & Prtg. 
LaCrosse—Swartz Off. Supp. Co. 
Madison—Frautschi's, Inc. 
Milwaukee—Forrer Equipment Co. 
Oshkosh—Scharpf’s, Inc. 
Waukesha—Zillmer’s 
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HANDIEST 


TOOL since 


the adding machine! 


Now for the first time — complete tables 
for direct reading of profit percentages, 


mark-ups and discounts. 


THE NEW 


EXECUTIVE TIME SAVER 


A must for every manufacturing sales ex- 
ecutive! Takes all work and guesswork out 


of figuring profit margins — mark-up per- 
centages — distribution discounts — selling 
prices — manufacturing or purchasing costs. 
Provides instant, accurate answers to any 


problem. 50 pages... Gross 
profits from 5 to 55%... 
Mark-up percentages from 
5.26 to 122.22. 





CMI, INC. 


$7.50 Each, Postpaid 








7742 N. Lavergne Avenue Skokie, Illinois 
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Now available... 


EDUCATIONAL LISTS 
FOR RENTAL 


from the Management Publishing Group 


Accurate mailing lists which enable you 
to pinpoint your sales messages to the 
U. S. Public School Market. 


LISTS INCLUDE: 


1. 12,500 U.S. School Districts with 300 or more 
students enrolled (representing 96% of total 
U. S. student enrollment). 

2. Superintendents of the above districts (by 
name and title). 

3. School Board Presidents and/or Members 

of above Districts (by name and title). 

5,000 key Business Officials (by name and 

title). 


> 


All of above lists—and more—may be 
rented by District size and/or by States. 


For complete description of Educational Lists, 
write to: 


SPECIALIZED SERVICES, INC. 


28 W. Putnam Ave., Greenwich, Conn. 
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For more information on any advertisement or keyed editorial 
item, fill out the card below, circle the appropriate key num- 
ber, detach, and mail. We pay the postage. - 
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selects Globe-Wernicke 


National Cash Register’s special needs were filled by 
Globe-Wernicke standard equipment. Space-saving, 
triple-pedestal desks provide generous top and drawer 
space for two salesmen at the Brooklyn Branch Sales 
office. G/W desks also serve in the Dayton home 
office as well as in many other NCR branches. Your 
“custom tastes,” too, can be satisfied by the flexibil- 
ity of standard G/W equipment. 


w G/W desks in use, NCR's Dayton home office. 
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<> THE GLOBE-WERNICKE CO. Norwood, Cincinnati 12, Ohio, 
For LITERATURE, CONTACT youR G/W DEALER LISTED IN YELLOW PAGES UNDER “OFFICE FuRNITURE” OR WRITE Dept. F-9. 
(Circle number 117 for more information) 
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make 
copies on 
ordinary 





Push a button 
. » » copies flow! 


Anyone can make perfect copies 
everytime on a 914 Copier. No 
wet chemicals or expensive copy- 
ing paper are required, and there 
are no exposure settings. It’s 
fully automatic! Makes copies on 
ordinary paper (plain or colored) 
or selected offset masters. 


914 OFFICE COPIER° XEROX | 


CORPORATION 


(Circle number 157 for more information) 





